- 
- 
zg 


Advertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879.’ Copyright, 1955, by Advertising Publications, Inc. 


Plotkin Report Charges FCC's Rules 
Discriminate Against National Spot 


Senate Study Suggests 
Net Curbs, Recalls A. P., 
Block-Booking Decisions 


WASHINGTON, Feb. 2—The chair- 
man of the Senate interstate com- 
merce committee today asked the 
Federal Communications Commis- 
sion and Department of Justice to 
comment within 30 days on a staff 
study outlining steps to curb the 
influence of tv networks. 

The spotlight was focused on 
FCC and the Department of Jus- 


Frank Stanton 


Gives CBS Reply 
to Plotkin Memo 


New York, Feb. 4—Only net- 
work willing to talk back to Mr. 
Plotkin at press time was the 
Columbia Broadcasting System. 

Frank Stanton, CBS president, 
described many of the network 
television proposals set forth in the 
Plotkin memorandum as “mistak- 
en, impractical and unwise.” He 
added: 

“The memorandum, which is the 
product of a single individual and 
not a report of the Senate commit- 
tee, was not based on any investi- 
gation which included the televi- 
sion networks. Yet these are the 
very organizations whose exist- 
ence would be so radically af- 
fected. Questionnaires were sub- 
mitted by the committee to the 


(Continued on Page 8) 


tice after Harry M. Plotkin, for- 
mer assistant general counsel of 
the commission, reported that net- 
work domination of tv was 
brought about chiefly as a result 
of FCC’s rules. Mr. Plotkin con- 
tended that FCC and the Justice 
Department have ample authority 
to take a number of drastic steps 
which would reduce the hold 
which networks currently have 


over the industry. He also charged |; 


that FCC rules force local stations 
to use option clauses which dis- 
criminate against national spot 
advertisers. 

At this time the Plotkin report 
is nothing more than a staff study, 
but Sen. Warren Magnuson (D., 
Wash.), the committee chairman, 
has praised it as a “provocative” 
document which will be the start- 
ing point for further investiga- 
tions of radio and tv during 1955. 


= He said the problems of the ra- 
dio-tv industry are the most im- 
portant single problem facing his 
committee, and that he is ear- 
marking “more than half” of the 
committee’s $200,000 investigation 
fund for follow-ups on the Plotkin 
report. ri 

“Since Congress rightly decided 
the power to operate stations is too 
great to be entrusted to govern- 
ment,” he said, “there is a contin- 
uing responsibility to insure that 
private monopoly does not occur 
where government monopoly is 
avoided.” 

Mr. Plotkin said the dearth of 
good alternate program sources at 


(Continued on Page 62) 


NADA Members to Seek U. S. Aid 
in Solving Disputes with Auto Makers 


CuiIcaco, Feb. 2—Auto dealers 
are determined to take their 
squabble with manufacturers to 
Congress. 

This was made quite clear at the 
four-day convention of the Nation- 
al Automobile Dealers Assn. that 
closed here today. 

Frederick J. Bell, exec. v.p. of 
the association, told reporters to- 
day that “territorial security” for 
new car dealers will get prompt 
attention in NADA’s legislative 
program. 

Territorial security. requires a 
dealer who sells a car to a custo- 
mer residing outside what is de- 
fined as the dealer’s trading area 
to pay a commission to the dealer 
franchised in the customer’s area. 

Security clauses were part of 
dealer franchises until shortly 
after World War II. They were 
eliminated because the Justice De- 
partment indicated that it believed 
they violate anti-trust statutes. 


s Another important aim of the 
NADA legislative program is elim- 
ination of one-year franchises. 
This is directed toward General 
Motors. All other manufacturers 
have dealer franchise contracts 
with indefinite time limits. 
Other legislative goals, outlined 


by Alton M. Costley, chairman of 
the national affairs committee, are: 

1. Elimination by federal legisla- 
tion of bootlegging. 

2. The elimination of phantom 
freight by federal legislation. 

3. Limitation of any extension of 
the auto excise tax to one year. 

4. Action protecting dealers’ in- 
terests in proposed minimum wage, 
Taft-Hartley and social security 
legislation. 

Rowland F. Kirks, NADA’s leg- 
islative counsel, said passage of a 
bill to ban phantom freight, which 
has been introduced by Rep. Carl 
Hinshaw (R., Cal.), “should be the 
least difficult of any we contem- 
plate.” 

Auto manufacturers’ recently 
overhauled freight schedules, cut- 
ting shipping charges to more dis- 
tant points. However, NADA be- 
lieves this does not eliminate what 
it calls excessive freight charges 
based on shipping completed cars 
from Detroit, South Bend and 
Kenosha instead of actual costs 
from regional assembly plants. 


® Passage of anti-bootleg legisla- 
tion to outlaw sales of new cars to 
non-franchised retailers will run 
into trouble, Mr. Kirks predicted. 


(Continued on Page 72) 
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PERAMBULATOR CREATOR—Original 
drawings for Bank of The Manhat- 
tan Co. campaign starting in the 
Feb. 5 New Yorker are made by 12 
year old son of Howard Wilcox, 
Cunningham & Walsh art director. 
Then Wilcox pere finishes off his 
boy’s work, using a color grease 
pencil. The artistic collaboration 
technique previously has been used 
in newspaper ads and outdoor. 


Ballantine Goes 
to Esty After 20 
Years With JWT 


NEw York, Feb. 2—P. Ballantine 
& Sons, Newark, N. J., brewer, 
has switched its advertising ac- 
count from J. Walter Thompson 
Co., after 20 years, to William Es- 
ty Co. The account reportedly bills 
about $6,000,000 annually. 

Neither the client nor the agen- 
cy would comment on the switch. 
But it is generally assumed here 
that Ballantine has suffered a drop 
in sales during the past two years 
that called for drastic action. 

It is noteworthy that all of the 
big brewers except Ballantine have 
made gains in the past few years. 
Since 1948 Ballantine’s barrelage 
has dropped from 4,114,000 to 3,- 
882,000 in 1953, but the company 
is still the nation’s fourth largest 
brewer. The Research Co. of 
America estimates Ballantine’s 
1954 production at 3,700,000 bar- 
rels. 


= New Jersey brewers showed a 
drop of 5.9% in barrelage, in the 
(Continued on Page 8) 
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‘This Is Your Life, Raymond’... 


Spectre of Wealth 
Haunts Adman Spector 


Sears Tests Plan 
to Sell, Redeem 
Trading Stamps 


CuIcaco, Feb. 3—Sears, Roebuck 


| & Co. this week began tests of a 


promotion in which it will redeem 
trading stamps issued by other 
merchants. 

Four Star Stamp Co. has been 
formed as a wholly owned Sears 
subsidiary to operate the stamp 
program. Advertising is being 
placed through the Biddle Co., 
Bloomington, Ill. 

The program was introduced this 
week in Galesburg and will be ex- 
tended to 25 more Illinois markets 
within six months. 


®" This is how the stamp plan 
works: 

Local retailers can participate 
by paying about 3% of gross sales 
to Four Star. In return, the mer- 
chants get supplies of trading 
stamps, cards upon which the 
stamps are to be affixed, ma- 
chines to dispense stamps and 
cards, and also share in advertis- 
ing of the stamp plan. 

One stamp is issued to customers 
by the retailers for each 25¢ pur- 
chase. Pre-stamped cards in $1, 
$2.50, $5 and $10 denominations 
and individual stamps for lesser 
amounts are used. 

Stamps representing $10 in pur- 
chases can be redeemed for 20¢ 
in trade or cash at Sears stores or 
through its mail order operations. 
Sears receives no payment for 
stamps it redeems. Instead, the 
mail order house regards the stamp 
plan as a traffic builder and stimu- 

(Continued on Page 69) 


Lipstick, Ads Cleared 
$10,000,000 Since 1949 
for ‘Hi-Yo, Silver’ Author 


By Lawrence Bernard 

NEw York, Feb. 3—“This is more 
money than I ever dreamt was in 
the world, more than I’ll ever 
need, more than I’m entitled to 
have.” 

Probably the richest man in the 
advertising business today, Ray- 
mond Spector pressed his finger- 
tips together, leaned back in his 
swivel chair—as he sat in his of- 
fice, 14 stories above Park Ave. 
and 57th St. and four stories above 
the offices of Hazel Bishop Inc., 
source of his newly-gotten fortune 
—and thought. 

He had just been asked what he 
was going to do with the millions 
of dollars he made in 1954, the 
most successful year of his turbu- 
lent career in advertising. 

“Frankly,” he continued, “I’m 
going to try to live like a million- 
aire.” Then, a moment later, with 
a smile at his questioner, “I’m go- 
ing to try to be a nicer guy.” 

He was off to a good start. 

He had brought in the biggest 
bonanza in the cosmetic business 
since the Revson brothers left their 
garage in New Rochelle to market 
Revlon. The proof—his first Hazel 
Bishop annual report—already was 
in galley. It showed a net income 
a the year of more than $1,000,- 

0. 


® The night before, Ray Spector 
had closed the deal for his new 65’ 
yacht while dining at the Colony 
Club. In four days he would leave 
with Mrs. Spector for five weeks 
(Continued on Page 70) 


Crowd at First Canadian Audit Bureau 
Meet Hears Call for Better Media Use 


TORONTO, Feb. 3—Use of circu- 
lation audits in buying and selling 
advertising space was discussed at 
the first large scale conference of 
the Audit Bureau of Circulations 
held in Canada. 

When the conference was plan- 


agency. 


Last Minute News Flashes 
Part of Schenley Reported Leaving Weintraub 


New York, Feb. 4—The advertising of one or more elements of 
Schenley Industries, it was reliably reported to ADVERTISING AGE today, 
will be pulled out of William H. Weintraub & Co., New York. Some of 
the business is expected to move to Doyle Dane Bernbach. 


Sullivan, Stauffer Gets Clark Candy Account 


PITTSBURGH, Feb. 4—Sullivan, Stauffer, Colwell & Bayles, New 
York, has been appointed to handle advertising for D. L. Clark Co., 
Pittsburgh candy bar manufacturer. BBDO formerly handled the ac- 
count, though in recent months the company has been without an 


Linus Travers Joins John C. Dowd Agencies 


Boston, Feb. 4—Linus Travers has joined John C. Dowd Inc., Bos- 
ton, and Dowd, Redfield & Johnstone, New York, as exec. assistant 
to John C. Dowd, president of both agencies. Mr. Travers recently re- 
signed as exec. v.p. and general manager of the Yankee Network 
(AA, Nov. 15, 54), a post he had held for the past ten years. 

(Additional News Flashes on Page 73) 


ned arrangements were made for 
an attendance of approximately 90 
media men; during the two weeks 
preceding the conference over 300 
reservations were received. Origi- 
nal arrangements had to be speed- 
ily altered and larger rooms ob- 
tained to accommodate the 
delegates. 

This first Canadian conference 
of ABC was a tremendous success 
and plans are under way to make 
it a twice-yearly meeting alter- 
nating between this city and 
Montreal. 


= The ad executives, space buy- 
ers and publishers heard top staff 
men of the ABC explain the de- 
tails of the bureau’s functions. 
ABC’s chief auditor, Leo H. 
Smith, explained how circulation 
audits are made—demonstrating 
the developments of the bureau’s 
reports. James F. Devine gave a 
demonstration dramatizing how 
the bureau’s reports help Canadian 
advertisers and agency buyers se- 
lect media to match their markets, 
and publishers’ representatives 


(Continued on Page 4) 
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‘Gemutlichkeit' Reigns as... 


Miller Brewing Opens Centennial 
Program “The Way Fred Wanted It’ 


MILWAUKEE, Feb. 2—Frederick 
C. Miller didn’t live to witness the 
centennial celebration of Mé£iller 
Brewing Co., but the late presi- 
dent of the brewery will have a 
big part in the year-long festivi- 
ties anyhow. In fact, it is his affair. 

Mr. Miller and his son, Fred- 
erick Jr., died tragically in a plane 
crash late last year (AA, Dec. 20, 
54) just as two and a half years 
of planning for the 100th-year 
jamboree were reaching fruition. 


NEW GARMENTS—This color page. 

graced by the new Miller Co. car- 

ton and can design, will appear in 

The New Yorker, Feb. 19, and then 

in Better Living and Everywom- 
an’s Magazine. 


Hoag-Blair Starts 
Move from Small to 
Larger TV Markets 


DENVER, Feb. 2—With the trans- 
fer of the representation of KFEL- 
TV, Denver, from Blair-TV to 

-Hoag-Blair Inc., the John Blair 
organization begins a modification 
of its five month old program for 
representing small-market tv sta- 
tions. 

Starting last September (AA, 
Aug. 16, 54), Hoag-Blair—headed 
by Robert Hoag—was set up sep- 
arately from Blair-TV, with the 
job of representing smaller market 
stations while Blair-TV was as- 
signed to represent stations in the 
major markets. 

Hoag-Blair started with a nu- 
cleus of four stations—KBES-TV, 
Medford, Ore.; KFYR-TV, Bis- 
marck, N. D.; KIDO-TV, Boise, 
Ida., and KIEM-TV, Eureka, Cal.— 
and later added two others: 
KWFT-TV, Wichita Falls, Tex., 
and KRCG-TV, Jefferson City, Mo. 
None of these cities was ranked 
among the top 100 markets. 


® The KFEL-TV arrangement, 
however, signifies a change in 
Hoag-Blair policies. Denver is the 
28th-ranked U. S. market, and 
from now on Hoag-Blair will seek 
to add new stations in “middle- 
size’. cities roughly between 25th 
and 100th in the market-size rank- 
ings. Or, to put it differently, in 
markets having between 100,000 
and 350,000 tv homes. 

Hoag-Blair will continue to rep- 
resent its present list of smaller- 
market stations, but will not seek 
to add others in that category. 
Blair-TV, similarly, will continue 
to serve stations in “middle size” 
cities, but will solicit new agree- 
ments only among the top 25 “big 
city” markets. 

Hoag-Blair currently has sales 
offices in New York and Chicago, 
and is planning sales staff expan- 
sions in both cities. 


A severely shaken company then 
took stock of its carefully-laid 
celebration plans—and decided to 
carry them out anyhow. 

Norman H. Klug, new Miller 
president, explained the company’s 
approach to the problem at the 
start of activities early last week. 
Mr. Miller had planned the year- 
long fete, he said, and was pretty 
firm about holding it in a “spirit of 
gemutlichkeit.” And it was to be 
“just the way he wanted it.” 


= With this principle firmly in 


i'mind, Miller last week swung 


into a three-day kick-off “re- 
union” at which gemutlichkeit 


‘reigned side by side with long- 


range planning, and no expense 
was spared. To judge by the 
brewer’s announced advertising 
and promotion schedule for ’55, 
the principle will be followed for 
twelve more months. 

The opening reunion session 
brought 1,100 celebrants to Mil- 
waukee, including distributors, 
sales representatives and their 
wives. There they were treated to 
everything from a talk on selling 
by Arthur H. Motley, publisher of 
Parade, to a color movie and two 
stage shows. The latter featured a 


_|squadron of Hollywood actors and 


original book and lyrics from ma- 
terial furnished by the brewery. 
One of the shows, a historical re- 
vue, included such lively songs as 
“Poor John Barleycorn Is Dead” 
(1919) and “Tonight’s Repeal 
Night” (1933). 

Keynote theme of the opening 
festival—and of the whole anni- 
versary—was expressed as “100 
Years...In America.” This was to 
make the point that before 1855 
the original Fred Miller was al- 
ready a small but successful 
brewer in Friedrichshafen, Ger- 
many. 


= But there is more to the cen- 
tennial than just the splendor that 
time lends. Another cause for cele- 
bration has been the Miller or- 
(Continued cn Page 75) 


Kamkap Drive 
Features Bar-B-Qs 
That Broil Pronto 


New York, Feb. 2—First nation- 
al advertising for Kamkap Inc., 
manufacturer of a line of self- 
igniting barbecues, begins in May 
with an advertising schedule for 
Fire-O-Matic Kook-outs. 

The Fire-O-Matic was intro- 
duced at the annual Chicago 
housewares show in January. It 
contains an electric coil buried in 
the charcoal bed, which ignites the 
coals and has a fire at broiling 
heat within a minute and a half. 

Insertions ranging in size to one- 
half pages are slated to run in 
Better Homes & Gardens, House & 
Garden, House Beautiful, Life, 
Sunset, The New Yorker, The Sat- 
urday Evening Post and Time. A 
trade campaign is planned which 
will include at least three business 
publications. 

Kamkap also is providing retail- 
ers with a battery of dealer aids 
and point of sale material. Whit- 
bey Associates, New York, is the 
Kamkap agency. 


BBDO Opens in Seattle 


Walter G. Fitzsimons, formerly 
in charge of the San Francisco of- 
fice of Batten, Barton, Durstine & 
Osborn, has been named manager 
of the agency’s new Seattle office. 
The Seattle branch is BBDO’s 14th 
office outside New York and the 


fourth on the West Coast. 
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FILL IN COUPON—That’s what to do, whether you want a subscription 
to Time ($5.50) or a b&w page in every issue ($374,440). Mail- 
order spread appeared in newspapers including New York Herald 
Tribune, Times, Chicago Daily News, San Francisco Chronicle, Dal- 
las Times-Herald, Cleveland Press and Philadelphia Inquirer. 


ALBANY, Feb. 2—Charging that 
a secret deal between CBS and 
“its favored commentator, Lowell 
Thomas,” had made it impossible 
for him to compete, Richard B. 
Wheeler has suspended operation 
of WTRI. 

As the u.h.f. station signed off 
the air, Mr. Wheeler, general man- 
ager of Van Curler Broadcasting 
Corp., owner of the station, said 
WTRI could no longer obtain na- 
tional network service and had no 
hope of successful operation with- 
out it. 

The telecaster explained his 
company’s plight as follows: 

“Since WTRI went on the air 
Feb. 28, 1954, we have carried 
some programs from the CBS tele- 
vision network. The number of 


Scripto Launches 
Liquid Lead Pencil 
to Sell for 49¢ 


New York, Feb. 1—Scripto Inc. 
this week began selling its new 
49¢ Fluidlead pencil and thereby 
solved a mystery. 

Several weeks ago Parker Pen 
Co. touched off speculation when 
it announced a new liquid lead 
pencil at a press conference that 
was obviously premature (AA, 
Jan. 17). At the time, the question 
on most people’s minds was: “Who 
is Parker trying to beat?” 

Last week Scripto held its press 
conference but unlike Parker: 

1. It knew the date of introduc- 
tion of its liquid lead pencil and 
the price. 

2. It had samples which report- 
ers did not have to return on their 
way out. 


a “We've been a little bit rushed 
in making this announcement,” 
Seripto President James V. Car- 
michael candidly admitted. Never- 
theless, the Scripto Fluidlead is 
now on sale across the country. 
Refills sell for 25¢ and reportedly 
last as long as six or seven ordin- 
ary pencils. The graphite lead is 
suspended in liquid and comes out 
over a ball point which is un- 
breakable. The lead never varies 
in thickness and is erasable. 

Advertising is running in news- 
papers across the country, placed 
by Donahue & Coe, the pencil 
maker’s agency. Unlike Parker, 
which has discontinued production 
of other mechanical pencils to con- 
centrate on Liquid Lead, Scripto 
will now manufacture both types 
unless consumer demand warrants 
otherwise. 

The company also plans to in- 
troduce a new type of ball point 
cartridge in about 60 days which 


will have a visible ink supply. 


Albany’s WTRI Decries ‘Secret Deals,’ 
Shuts Down as Rivals Grab All TV Net Shows 


these programs has been severely 
limited by the fact that WRGB 
[Schenectady], using its power as 
a v.h.f. station, has maintained a 
monopoly of the best tv programs 
from all four networks. This pol- 
icy of WRGB made it difficult for 
us to operate. However, WTRI has 
fought hard to get those CBS pro- 
grams which WRGB could not fit 
into its schedule. Around this 
nucleus of CBS shows, WTRI has 
built, at great expense, an attrac- 
tive and popular program schedule 
utilizing films and live produc- 
tions... 


= “Last November, the Hudson 
Valley Broadcasting Co., permittee 
of Station WROW-TV, changed 
ownership. The new group was 
headed by Lowell Thomas, a CBS 
commentator, and his business 
manager, Frank M. Smith. 
“Because of their close relation- 
ship with CBS, they were able to 
obtain the contract which WTRI 
held with the network. CBS made 
this determination without notice 
and without even discussing the | 
situation with me or anybody at 
WTRI.... In addition, WROW-TV 


has announced that it will also 
continue its existing contracts with 
American Broadcasting Co. and 
DuMont Television Network. This | 
leaves WTRI without a source of) 
network programs, which makes it 
impossible to compete—either for 
audience or advertising revenue. 
(Continued on Page 67) 
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Pocket Books Will 
Start Taking Ads 


on Inside Covers 


New YorkK, Feb. 2—Newest ad 
medium is Pocket Books, which is 
now accepting “selected general 
advertising” to appear on inside 
covers of its 25¢, 35¢ and 50¢ books. 
The publisher is also offering ad 
space in accordian-folded leaflets 
to be inserted in the volumes. 

Second and third covers, accord- 
ing to Roy Benjamin of the Benja- 
min Agency, which handles Pocket 
Books Inc., “will be open to selec- 
ted institutional advertisers in 
units of 1,000,000 guaranteed cir- 
culation.” Rates are described as 
flexible, though it is believed they 
may work out at about $3 a thou- 
sand for b&w and $4 for colors. 
Advertisers who select the titles in 
which ads are to appear will pay 
premium rates. 


= Coupon advertisers using the 
two-color inserted leaflets will 
buy them in units of 100,000. Four 
different advertisers will appear in 
each leaflet; three will get 55 x 
11” of space and the fourth will 
get 55% x 7%”. First of the two- 
color inserts, already prepared, 
will feature ads of Time Inc., 
Music Treasures of the World, 
North American Accident Insur- 
ance Co., and Round-the-World 
Shoppers Club. Advertisers pay 
costs, plus a specified charge on 
orders received via coupon. 

“For the past two years,” said 
Mr. Benjamin, “we’ve been quietly 
conducting an experimental ad- 
vertising program in Pocket Books 
with an eye to these expanded 
services. The test ads, restricted to 
advertisers from the publishing 
field, have run in back pages of 
the books. These include such 
companies as Book-of-the-Month 
Club, Reader’s Digest Condensed 
Book Club, Literary Guild, Dollar 
Mystery Guild, the Book of 
Knowledge, American Historical 
Society and others. Test results in- 
dicate the birth of a powerful new 
advertising medium.” 


® He said “the long life of the 
books” and “the high pass-along 
rate” should make Pocket Books 
attractive to advertisers. 

Pocket Books, launched in 1939, 


‘has sold “over 500,000,000 copies” 


since then and expects 1955 sales 
to top 50,000,000 copies. Its titles 
are handled by 100,000 retailers. 
The company, in addition to 25¢ 
editions, also publishes Cardinal 
books at 35¢ and Giant Cardinals 
at 50¢. 


Carmichael 


LIQUID LEAD PARTY—Roxanne and 


congratulating James Carmichael, 


f j 
es. 


Goldberg 


Dagmar join Rube Goldberg in 
president of Scripto, at the press 


Dagmar 


party announcing the new Scripto Fluidlead pencil. Mr. Goldberg 
unveiled his latest invention, the Goldberg version of a fluidlead 
pencil with cup attached that may be drunk as a martini when not 
in use as a pencil. He offered to provide free olives to those using 

his invention, 
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‘Good Housekeeping’ | 
Explains ‘Tough’ Ad 
Policy to Readers 


NEw York, Feb. 1—In its cur- 
rent issue, Good Housekeeping 
tells its readers: “We lose a great 
deal of advertising” by refusing to 
run ads containing fraudulent 
claims. 

The Hearst magazine makes this 
comment in its regular monthly 
feature on the operation of the 
Good Housekeeping Institute. 

This month’s feature explains 
why “very few advertisements for 
antiperspirants appear in Good 
Housekeeping.” The magazine re- 
ports that it has had arguments 


with deodorant manufacturers who | ' 


make such claims as, “Stops per- 
spiration,” or refuse to warn con- 
sumers about possible damage to 
fabrics. 

The magazine says it rejects all 
ads containing unqualified claims. 
It will accept claims such as, 
“Keeps underarms dry,” providing 
the ad “also makes clear that it 
only checks or inhibits perspira- 
tion and helps to keep clothing free 
from stains.” 


® “You know as well as we do that 
no deodorant stops perspiration 
completely,” the magazine adds, 
“and that in certain circumstances 
it is impossible to keep clothing 
dry. We permit no statements that 
are not true. We can only run our 
own business, which is Good 
Housekeeping, but at least we can 
adhere to our own standards. 

“We lose a great deal of advertis- 
ing that way, but such advertising 
as appears in our pages you can 
believe. We guarantee its truthful- 
ness.” 

With the February issue, the 
magazine also institutes a change 
in format. The regular feature on 
the institute now runs in the front 
of the book, with the index of ad- 
vertisers. It formerly ran on Page 
25. 


Sen. Wiley Praises 
Advertising Council 


on Senate Floor 


WASHINGTON, Feb. 1—Sen. Alex- 
ander Wiley (R., Wis.), ranking 
minority member of the Senate 
foreign affairs committee, today 
told the Senate the Advertising 
Council “is a great constructive 
force” mobilized for a tremendous 
variety of patriotic and civic pro- 
grams. 

Calling attention to the council’s 
annual report for 1953-54, he said 
the 30-page booklet “is an impres- 
sive demonstration of the vitality 
and civic-mindedness of the free- 
enterprise system. 

“The year of constructive work 
reflected in this booklet represents 
an inspiring story to America, and 
indeed to the world, which too 
often has had a distorted view of 
American free enterprise.” 


He pointed out that business} 
contributes $60,000,000 annually | 
in time and space to government |; 


information campaigns, and anoth- 
er $40,000,000 to non-governmental 
campaigns. 


= “We read the ‘Congressional 
Record’ and we hear in other 
media and forums of American 
life numerous criticisms from time 
to time of this or that feature of 
American business,” he said. 


out by International Cellucotton 


tured in 


Cuicaco, Feb. 2—Newspaper col- 
or advertising, generally recog- 
nized as a good sales-builder, can 
be used to generate good will 
among retailers, International Cel- 
lucotton Products Co. has found. 

Since late 1953 the company has 
spent more than $25,000 to provide 
grocers and newspapers with free 
color mats. The result, according 


Cowan Sues Rival, 
Alleging Improper 


Circulation Claims 


New York, Feb. 2—What is be- 
lieved to be the first suit brought 
by one publisher against another 
for misrepresentation of circula- 
tion has been filed in the state 
supreme court here by Cowan 
Publishing Corp. against Caldwell- 
Clements Inc. 

Cowan, publisher of Radio-Tele- 
vision Service Dealer, is asking for 
$100,000 damages from Caldwell- 
Clements, publisher of Technician, 
for alleged false and fraudulent 
circulation claims. Cowan further 
charges that “Technician repeated- 
ly issued sworn circulation state- 
ments and claims of circulation for 
given issues that subsequently 
were not supported by its provi- 
sional Audit Bureau of Circula- 
tions report for these respective 
issues.” 

In a statement to the trade is- 
sued Jan. 27, Cowan says: “It is 
only in the last few years that the 
courts have recognized the right of 
one competitor to damages caused 
by another because of false rep- 
resentations. In this particular ac- 
tion, damages are sought on the 

(Continued on Page 75) 


“So I believe it is altogether fit- | @ 


ting and appropriate that we give | 


praise when it is genuinely due | 
and that we salute this great con- 
structive institution. 

“The social responsibility of the 
American free enterprise system 
is, I believe, one of the most dis- 
tinguishing characteristics of 20th- 
century America. It is a feature 
which should be duplicated by 
other free enterprise systems 


JAMES B. OGDEN has been appointed 
merchandising consultant of Norge, 
a subsidiary of Borg-Warner Corp., 
Chicago. He retired last month as 
major appliance manager of J. L. 
Hudson Co., Detroit department 
store, after nearly 27 years with 
the company. 


throughout the world.” 
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BEFORE & AFTER—Basic theme for a food store promotion is blocked 


Products Co. in color mats (left) 


it provides free to newspapers and food stores. At right is the same 
ad after it runs with additions by the grocer to move items fea- 


his sale. 


International Cellucotton Gives Away 
Color Mats to Build Good Will—and Sales 


to Jim Arnold, International Cellu- 
cotton sales promotion manager, is 
better retail ads—and better pro- 
motion of his company’s products. 

International Cellucotton’s chief 
brands—Kleenex cleansing tissue, 
Kotex sanitary napkins and Delsey 
toilet tissue—are high-traffic items 
in which impulse buying is a 
major merchandising factor. So, 
the company reasoned, to build 
sales, build traffic. 


® Run-of-paper color ads do this 
for food retailers, Mr. Arnold as- 
serted in telling AA of the progress 
of the mat program. The company 
realized that layout of color ads 
was the big problem of grocers 
who had considered adding flash 
to their copy: Most food retailers 
do not have ad staffs to prepare an 
impressive advertisement, even in 
b&w, and newspaper admen usual- 
ly are too busy to prepare half a 
dozen different, creative ads for 
the Thursday food issues. 

Since a year ago last September, 
International Cellucotton has sent 
out 296 copies of ad layouts in one 
color plus black. Most of the 12 

(Continued on Page 6) 


O’Sullivan Stages 
Heel Contest, Hoping 
Public Will Be Sol(e)d 


New York, Feb. 1—O’Sullivan 
Rubber Corp. will break a silver 
dollar contest March 20 in Parade 
and Sunday newspapers in major 
markets. An ad in Look April 5 
also will announce the contest. 
Business papers will be used in 
February and March. 

Prizes will be offered to entrants 
who identify the photo of a man in 
the forthcoming ad; he is partly 
hidden by his feet propped upon a 
desk. Contestants also must write 


F |a last line for a jingle. A bonus of 


$250 will be offered if winning en- 
try is sent in on an official entry 
blank, available only at shoe re- 
pair shops. 

First prize will be a treasure 
|chest holding 145 pounds of silver 
| dollars worth about $2,368, accord- 
\ing to AA’s weighmaster. 

Second prize will be a CBS- 
|\Columbia tv set; third to 200th 
| prizes are certificates entitling 
‘winners to half soles and rubber 


"=" |heels; 201st to 1,000th prizes will 


entitle winners to free pairs of 
rubber heels at local shoe repair 
shops. 

At the close of the contest, win- 
ners’ names will be posted in shoe 
repair shops which have displayed 
the contest materials. 

Charles W. Hoyt Co. is the agen- 
cy. 


Government Completes Monopoly Suit 
Against ‘Star’; 91 Witnesses Heard 


|| Kansas City, Mo., Feb. 2—The 


| government completed its case to- 
| day in the third week of the anti- 
trust trial of the Kansas City Star 
and Emil A. Sees, its advertising 
director, after calling the last of 
91 witnesses. 

Most of the witnesses testified 
,about the Star’s advertising poli- 


| Weaver Says Color 
Spectaculars Are 


Commercial Success 


Detroit, Feb. 3—Sylvester L. 
(Pat) Weaver Jr., president of the 
National Broadcasting Co., this 
week defended the color spectacu- 
lars and other irregularly sched- 
uled telecasts as “proved commer- 
cial successes.” 

Speaking before the Detroit Eco- 
nomic Club, the network executive 
Said the success of the new concept 
has exploded the myth “that peo- 
ple do not wish to see shows sched- 
uled occasionally.” 

He pointed out that “Babes in 
Toyland,” a color spec, replaced “I 
Love Lucy” as the top tv show in 
the latest Nielsen report and noted 
that the average Nielsen rating for 
the specs has been over 40—or 
double the audience of the average 
nighttime tv program. 


# “This is extremely important for 
the future of television,” Mr. 
Weaver said, “and means that the 
refreshment of the television 
schedule with talent who work in 
other fields most of the time is 
commercially successful.” 

The NBC president said the new 
sales and program flexibility is 
enabling advertisers of all sizes 
and categories to buy what tv they 
need rather than what the network 
forces them to buy. 

“In the marketing problems of 
many companies, there are many 
more key needs than weekly fre- 
quency,” Mr. Weaver continued. 
“Indeed any company that depends 
on trade enthusiasm and dealer 
organization will prefer a plan 
that creates this rather than the 
frequency that used to be the rule 
of thumb for most advertisers.” 


Libby and Ritchie Buy 
Movies for Canada TV 


McConnell, Eastman & Co. and 
Atherton & Currier, Toronto, have 
bought the General Teleradio 
feature film package for Libby, 
McNeill & Libby and Harold F. 
Ritchie & Co., respectively. The 
two companies will alternate spon- 
sorship of the “Movie Night” on 
17 Canadian tv stations. The sta- 
tions were represented by All- 
Canada Television. 


cies as the government tried to 
prove the misdemeanor charges, 
alleging an attempt to monopolize 
and monopolization of the dissemi- 
nation of news and advertising in 
the Kansas City metropolitan 
area. 

The trial started Jan. 17 before 
federal Judge Richard M. Duncan 
and a 12-man jury. Most of the 
government testimony was pro- 
vided by advertisers and former 
ad salesmen of the newspaper. 


= Judge Duncan excused the jury 
on completion of the government’s 
case until Monday, when the de- 
fendants will start to present their 
side. Attorneys for the Star esti- 
mated that at least a week of testi- 
mony will be required to complete 
their case. 

One of the final government 
witnesses, Leo H. Smith, Elmhurst, 
Ill., of the Audit Bureau of Cir- 
culations, testified that under ABC 
rules the Star is considered two 
newspapers. 

Defense lawyers, who have con- 
tended the Star and the Times are 
one newspaper with 13 editions a 
week, objected. Judge Duncan 
ruled that Mr. Smith could state 
the views of ABC, but that the de- 
cision on how many newspapers 
are involved will have to be made 
by the jury. 


@ James W. Coy, New York, who 
was Kansas City manager of the 
Rogers & Smith advertising agen- 
cy from 1947 to 1951, related a 
conversation he had with Mr. Sees 
about radio advertising: Mr. Coy, 
now a National Broadcasting Co. 
announcer, said Mr. Sees was “up- 
set and hurt” that WDAF, the 
Star’s radio station, was not used 
in an ad campaign for a fashion 
(Continued on Page 66) 


Premium Offer 
Pulls 165,000 
Replies on TV 


New York, Feb. 2—J. Walter 
Thompson Co. reports sensational 
results from a demonstration of- 
fer on television. 

A grapefruit knife nicknamed 
“shortcutter” was offered by the 
Florida Citrus Commission on 
“Twenty Questions” over the ABC- 
TV network. 

A one-minute film showed how 
quickly the knife can prepare a 
halved grapefruit. This was fol- 
lowed by a 30-second tag telling 
viewers where to send 35¢ for the 
knife. 

To date, four commercials have 
pulled 164,996 orders. Another 
commercial on NBC-TV’s “To- 
day” brought in 7,083 orders. 


CLillivan 
1S STILL 
ADVERTISING FOR YOU 


BRINGS MORE PEOPLE INTO YOUR STORE... 
MEANS MORE SALES FOR YOU 


Heres how 


THIS CHEST OF 
BOILVERSS 
DOLMAS = 
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Wi 


NAME THE MAN BEAOND THE 
rant $ 


WHO HE?—This spread for O’Sullivan Rubber Corp. will appear in 
Master Shoe Rebuilder in February and Shoe Service in March to 
promote the company’s jingle-photo identification contest. 
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Crowd at First Canadian Audit Bureau 
Meet Hears Call for Better Media Use 


(Continued from Page 1) 
more effectively sell advertising 
space. 

Speaking on the theme “Stand- 
ards to Prosper By,” Alan T. Wol- 
cott, ABC v.p., Chicago, said: 
“During the past forty years, the 
cooperation of publishers, adver- 
tisers, and agency leaders has 
enabled published media to play a 
basic role in the industrial growth 
and cultural development of our 
countries. Important is the fact 
that these contributions have been 
made possible by forward-thinking 
business men, who have volun- 
tarily kept their houses in order 
without any kind of regulations 
from Ottawa or Washington.” 


® Mr. Wolcott went on to say that 
“ever since its founding, Canadians 
have been prominent in the bu- 
reau’s activities, with membership 
at present at an alltime high. In- 
cluded are 96 Canadian national 
advertisers, 43 Canadian agencies 


and 353 Canadian publications.” 

This total represents 14% of the 
total membership of the ABC, he 
said. 

Mr. Wolcott also told conference 
delegates that 1955 will be a year 
of challenge as well as changes. 

For advertising managers, he 
said, it will require stepping up of 
the efficiency of each phase of 
their distributive operations. Ad- 
vertising and the other functions 
of marketing must get out in front 
of productivity with better adver- 
tising in the most effective media. 

This means wiser media re- 
search and more scientific media 
selection, and it calls for a greater 
reliance on circulation facts as a 
basic measure of advertising val- 
ues, he declared. 


s Advertising agencies face the 
challenge of greater participation 
in their clients’ marketing pro- 
grams, with the constant respon- 
sibility to invest the client’s dol- 


lars more effectively, 
Wolcott. Every agency must have 
the experience and judgment nec- 
essary to sound media selection, he 
urged, and coupled with these the 
agency qualified to deal profes- 
sionally with a client’s marketing 
program and problems must have 
readily available up-to-date media 
facts and figures. 

Chairman of the first Canadian 
conference of the ABC was Floyd 
S. Chalmers, president, MacLean- 
Hunter Publishing Co. Guests in- 
cluded H. H. Rimmer, Canadian 
General Electric Co.; Leo F. Smith, 
ABC, Chicago; James E. Blackburn 
Jr., McGraw-Hill Publishing Co., 
New York; Mark Napier, J. Walter 
Thompson Co., Toronto; Howard 
S. Mark, advertising manager, 
Robt. Simpson Co., Toronto. 


NBC Spot Adds Network 

NBC Spot Sales, New York, net- 
work owned representative, has 
been named to represent NBC’s 
western radio network. The re- 
gional network had no representa- 
tive before; its sales were handled 
through NBC’s West Coast office. 
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When you buy a market you want the 


melon—not just a slice or 


two. That’s why advertisers are choos- 


ing KOIN-TV, Portland, Oregon’s 


) “noon Rivee @ THE paies 
pomTians . complete 
OREGON CITY 
Paik @ cansy 
-@ SALEM 
@ ALBANY oREGON 


only VHF station . . . Portland’s only 


maximum power station. 
The giant KOIN-TV tower, 1530 


feet above average terrain, plus maxi- 


mum power of 100,000 watts on 


Channel 


6 blankets 35,000 square 


miles in the prosperous Pacific North- 


west. KOIN-TV delivers a consistent 


picture as far as 150 miles from Port- 


land .. 


. reaching 30 Oregon and 


Southern Washington counties. No 


-1V 


other advertising buy in the area can 
duplicate this sales coverage. Write, 


or phone us for complete availabilities. 


PORTLAND, OREGON LhAN N e L 6 Represented Nationally by CBS Television Spot Sales 
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its account from J. Walter 
Thompson Co. to William Esty 
Rs et TESS 0 4.0. 46-055 5 Page 1 


Network domination of tv has been 
brought about by Federal Com- 
munications Commission rules, 
according to a report to the Sen- 
ate by Harry M. Plotkin . Page 1 


Automobile dealers meeting in 
Chicago this week mapped plans 
to take their disputes with the 
auto manufacturers to Washing- 
ton in the future 


Miller Brewing Co. celebrates its 
100th year of existence this year, 
and despite the tragic death of 
its president, Fred C. Miller, the 
celebration will be as he planned 
it 


Liquid lead pencils made news a 
few weeks ago when Parker said 
it had one in the planning stage. 
This week, Scripto introduced 
its liquid lead pencil ...Page 2 


Pocket Books Inc. introduces a 
novelty by selling ads on the in- 
side covers of its books. ..Page 2 


The Advertising Council got high 
praise from high circles this 
week when Sen. Alexander 
Wiley called it a “constructive 
force.” 


Color spectaculars are a commer- 
cial success, which proves that 
people will watch a show which 
is not scheduled regularly, ac- 
cording to Sylvester (Pat) 
Weaver of NBC 


Looking at Retail Ads 


Advertising Age, February 7, 1955 


Highlights of the Week’s News 


After 20 years, Ballantine switches 


paring budgets in two reports 
released by NIAA ...... Page 16 


When a Nescafe jingle became a 
popular tune in Erie, Pa., Bernie 
Knee became the most popular 
singer in Erie. Results: a big 
campaign for Nescafe ..Page 30 


Dell comics, notable holdout from 
the Comics Magazine Assn., will 
carry a “Pledge to Parents” af- 
ter March on all comics books 
as a counteraction to the CMA 
seal of approval 


Beer cans are now 20 years old. 
In that period of time, the entire 
canning industry has produced a 
total of 42 billion beer and ale 
cans 


Plastic packaging is not as old as 
beer canning, but it has already 
grown into a $10 billion busi- 


ness, according to George R. 
Johnson of Olin Mathieson 
Chemical Corp. ........ Page 48 


Hectic indeed are the ways of the 
agency. Ketchum, MacLeod & 
Grove tells the chaotic story of 
getting commercials to blend in 
with the telecast of a basketball 
game 


Vision in advertising is very im- 
portant to an advertiser who 
sells, of all things, eyeglasses. 
One leading optician tells of its 
special problems in running 
ads 


Nuclear fission ordinarily has 
nothing to do with the agency 
business. But Botsford, Constan- 


Industrial ad budgets get two-bar-| tine & Gardner decided to try 
relled consideration and indus- its own “nuclear fission” to im- 
trial advertisers get help in pre-| prove its operations ....Page 68 

REGULAR FEATURES 

Advertising Market Place ....74 ED ee Nes Kaos wee 0s 66, 67 

Along Media Path .......... 64 On the Merchandising Front. .42 

Coming Conventions ........ 18 Photographic Review ........ 52 

Creative Man’s Corner ...... 42 i 46 

Department Store Sales ...... 66 Be: SS oy dae cie ects oes 12 

PEE cbc cb es civccccse ee Salesense in Advertising ... .41 

Employe Relations .......... 46 This Week in Washington .. .32 

Getting Personal ............ 34 Voice of the Advertiser ...... 58 

Looking at Radio & Television 42 What They’re Saying ........ 12 


You Ought to Know 


Production 
Manager's 
Lament 
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Ny FROM COAST TO COAST! 


CONSUMER 


ew survey explains how 348 leading 


manufacturers put PARENTS’ MAGAZINE 
£ Commendation Seal to work! 

) This study gives the answer to one basic question: : 

“Just how important to national advertisers is the PARENTS’ Seal?’’ 
Here is a summary of the answers given by 348 of those 

“ | vegies o wii i ody copa ncaa bn gia 


97% of Commendation Seal holders use the Seal in one 
or more forms of their product promotion. 


82% of all Commendation Seal holders have used the Seal 
in the past year, on the package or attached to the product. 


94% of those who have used the Seal in the past year 
still use it on their product. 


72% of all Commendation Seal holders use the Seal in 
Point-of-Sale Displays. 


76% use the Seal for Trade advertising and sales 
promotion to retailers. 


79% of those who advertise in Newspapers use the Seal 
in their newspaper advertising. 


84% of those who advertise in Magazines use the Seal in 
their magazine advertising. 


80% of those who do Trade Publication advertising use 
the Seal in their trade advertising. 


51% of those who advertise via Radio use the Seal in 
their radio advertising. 


49% of those who advertise on Television use the Seal in 
their television advertising. 


69% of those who use Other Media use the Seal in their 
advertising (mainly in Direct Mail and Catalogues). 


OQ PARENTS’ MAGAZINE has a circulation concentrated 100% 
. in biggest-buying families with children. This is a highly 
responsive audience of conscientious mothers and fathers who read 
PARENTS’ for guidance in family living, and depend on the PARENTS’ 
Seal for guidance in family buying. That it pays advertisers to put 
the consumer and trade impact of the PARENTS’ Seal to work, is 
conclusively proven by the results of this new study, highlighted in 
the summary at left. We will gladly send you a copy upon request. 


Read with confidence that 
sparks buying response by 
1,625,000 families with 
3,250,000 children, America’s 
biggest-buying market! 
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Retailers from coast to coast 
rete ss buy millions of newspaper 
How Playthings Con Help Your Child Grow i lines annually to promote 
en ee products carrying this Seal. 


BABY 
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SEND COLLEGE 
YOUR PRODUCT “Silid Gn By 
TO COLLEGE! 

‘ae SAMPLING 
PROGRAM 


delivers your product to college 
and university students 


START BRAND LOYALTY ON 

THE CAMPUS — REACH 
250,000 STUDENTS 
ANNUALLY 


TRAVEL-PAX INC. 
225 Lafayette St. 


Mondello Joins Beacon 

Joseph W. Mondello, formerly a 
salesman with Rapid Art Service, 
New York, has joined Beacon 
Studios, New York, advertising 
art, as sales promotion manager 
and an account executive. 


Two Name Noble Advertising 
Noble Advertising Co., Mexico 
City, has been appointed to handle 
advertising for Canada Dry Ginger 
Ale Inc. and Minnesota Mining 
& Mfg. Co. in the Republic of 


ge 


(Continued from Page 3) 
themes are standard in the food 
field and include grand opening, 
holiday and seasonal appeals. 

New layouts are added regular- 
ly. The latest are a “Picnic Pick- 
ings” ad to blossom out in print 
about Memorial Day and a “Com- 
pany’s Coming” theme for at- 
home entertaining. 


International Cellucotton Gives Away 
Color Mats to Build Good Will—and Sales 


Kotex-Delsey promotion has a 
strong appeal. He can get the 
makings of good ads and the cost 
to him is only that of space and 
ink. 

International Cellucotton, of 
course, also benefits. Character- 
istic of each layout is the promi- 
nent position given Kleenex, Kotex 
and Delsey brands. Usually a cut 


~~ N. Y. 12, N. Y. 


wa 5.9996 | Mexico. 


For the grocer, the Kleenex-|of a Kleenex box is tipped in color. 
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Let Scott Do It is the top-rated 9:00 to 10:00 a.m. 
show in Philadelphia . . . according to both Pulse 
and ARB .. . the greatest kitchen show in 
America, And Alan Scott’s the consistent winner 
in popularity polls. 


SALESMAN FOR BLUE-CHIP SPONSORS! 
National Advertisers who’ve experienced Alan 
Scott’s terrific selling power include: General 
Foods, Lipton’s, Hoover Appliances, Morrell 
Meats, Pillsbury, St. Joseph’s Aspirin, Sunshine 
gga Seabrook Frozen Foods, and many 
others. 


LOWEST COST! Alan Scott’s Let Scott Do It 
has the lowest-cost-per-thousand rating of any 
daytime women’s show in America’s major 
markets, according to a study by Television Age. 


Over 100,000 TV homes at a cost of only $1.45 
per thousand. And now, Let Scott Do It comes 
under WPTZ’s “45-12” discount plan. 45% off 
one time rates when you buy 12 or more an- 
nouncements under the “45-12” plan. 


TOP COVERAGE! WPTZ is peak-powered at 
the low end of the band, to deliver a clearer, 
stronger signal to more people over a wider area 
than any other TV station in Pennsylvania! 


WHAT A BUY! Let Scott show you! And be 
sure to ask about the “45-12” plan. Write or 
wire your nearest Free & Peters “‘Colonel’’—or 
phone Alexander W. Dannenbaum, Jr., WPTZ 
Sales Manager, LOcust 4-5500; or Eldon Camp- 
bell, WBC National~- Sales Manager, PLaza 
1-2700, New York. 


WPTZ CHANNEL 3 


First in Television in Philadelphia 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WPTZeKYW, Philadelphia; WBZ+WBZA*wBZ-TV, Boston; KDKA*KDKA- 
TV, Pittsburgh; wowo, Fort Wayne; Kex, Portland; KPix, San Francisco 
KPIX represented by THe Katz AcEncy, INc. 
All other WBC stations represented by Free & Perers, INc. 
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Advertising Age, February 7, 1955 


Originally about 300 lines were 
filled by Kleenex art and copy, 
but the space was cut to about 200 
lines in later mats. Plenty of blank 
areas remain to be filled by retail- 
ers with their own copy. 

An indirect result of good will 
built by the offer of mats showed 
up in a color ad run by a grocer 
who chose to use a layout worked 
out by himself and the newspaper 
that ran the ad. A Kleenex box cut 
was in a prominent position. 


s Newspapers benefit, too, Mr. 
Arnold is quick to point out. The 
color mat service offers “a way to 
increase their revenue 20 to 25% 
just by using color.” 
Design of mats is done by ex- 
perts. Foote, Cone & Belding, In- 
ternational Cellucotton’s agency, 
contributed some of the layouts. 
Others are drawn up by art stu- 
dios. In each case. however, the 
basic theme is originated within 
International Cellucotton’s offices. 
The mats are made by Lake 
Shore Electrotype Co., Chicago. 
Newspapers and food retailers can 
receive them either through the 
Milwaukee Journal r.o.p. mat 
service or from Mr. Arnold at In- 
ternational Cellucotton headquar- 
ters, 919 N. Michigan Ave. 


s Enthusiastic over results of the 
promotion as shown by clippings 
from newspapers in all parts of the 
U. S., Mr. Arnold is convinced that 
International Cellucotton has 
started what can become a trend 
for other manufacturers. 

“We went into this as a pio- 
neer,” he said. “But some day color 
in newspaper food ads will be as 
ordinary as color pages in slick 
magazines.” 


Wheelock’s Ship 
Reported Missing 
on Atlantic Cruise 


PHILADELPHIA, Feb. 2—A search 
for Ward Wheelock and his lost 
schooner, missing 21 days in the 
Nares Deep area some 700 miles 
southeast of Bermuda, is continu- 
ing, the Coast Guard reported. 

Mr. Wheelock, former chairman 
and president of Ward Wheelock 
Co., which shut down last year 
after losing the Campbell Soup Co. 
account, and six members of his 
party sailed from Bermuda aboard 
the 60-foot craft Jan. 13 for Anti- 
gua, some 1,200 miles away. Nor- 
mal cruising time would have been 
about two weeks. When they 
failed to arrive the search was 
started by plane and sea. 

However, friends of Mr. Whee- 
lock here said they are not overly 
concerned about the yacht’s safety. 

W. A. Dunn, formerly exec. v.p. 
of Ward Wheelock Co. and now 
associated with him in another 
business venture, said the yachts- 
man “knows the waters so well 
that we feel there is no question 
that he probably pulled into some 
secluded cove.” 


Canadian Executives’ Pay Up 


Salaries of Canadian company 
executives were 6.6% higher in 
1953 than during the previous 
year, according to a study con- 
ducted by the American Manage- 
ment Assn. This figure compares 
with a 4.2% increase in American 
executives’ pay for the same year, 
and with an increase of 6.8% in 
bonus payments to executives in 
the U. S. during 1953 (AA, Jan. 
17). 


Telefilm Adds Salesmen 


Telefilm Enterprises, New York, 
tv film distributor, has added three 
salesmen to its staff. They are 
William F. Schnaudt, formerly 
with WHK, Cleveland; Milt Olin, 
previously with WABC-TV, New 
York, and William K. Ermeling, 
who formerly had his own tran- 


scription company in Chicago. 
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dangerous mission. And he couldn’t 
tell them what it was until after 
they had signed up for the Volun- 
teer Assignment! (A_ supersonic 
serial by Frank L. Harvey.) 


enough people read enough mag- 
azines, a fairly clear pattern will 


emerge. Some magazines are 


Trafic jams may be a head- 
ache to you. But to the nation 
they can spell depression — 
even disaster! Richard Thruel- 


sen investigates The Case of M 
the Obsolete Highways and 
shows why even Ike’s pro- . 
posed 25-BILLION-DOLLAR 
road-building program may 


be too little and too late! 


member of the family or another. 


The Saturday Evening Post is - 


CARRY ON 


te 7 read byall members of the family. 


hazards: Red flak, typhoons, ele- “The joy is only for the moment,” 


says a famous chef. But what a joy! 
phant passengers, Corey Ford tells Here’s a chef’s-eye view of food and 


the incredible true story of ex-fighter food eaters — with highly seasoned 
pilots—like Earthquake McGoon— comments on why Americans (es- 
who fly Civil Air Transport, missions pecially women!) don’t know how 


—— ______..__ Theygothrough each copyseveral 


The men 
who try to 


worx _ times: They spend more hours 


They think it’s old-fash- 
ioned — along with stairs, 
fresh air and daylight. So 


: Pa, 

‘ A FE f 

Think you know how i NG ys their buildings eliminate all : “ . “ 

muss @ SL ==: | with itthan withany other w 

lywood? Here’s the dafly j ABee aN L, gitects”—The Boys with the s 
4 system that paid off for : : $5,000,000,000 Brains. (Ar- : 

MA’ The Cirl With the Clow si Wis ticle by Arthur W. Baum.) = Ses 


==" Way YOU reach readers—not skimmers 


riet Frank, Jr.) AR f 
CARRY ON 


4 & 
By Corey Ford 


ADVENTURES OF 
{WE UNARMED DETECTIVES 


ED 


—when you advertise in the Post. 


You get to the heart of America. 


* Among Post families, the Post is read by 92% of the 
wives, 95% of the husbands, 88% of the daughters 
and 89% of the sons 10 years of age or over. 


A typical Post reader goes through an issue 
A CURTIS MAGAZINE 5 times. (From The M e of a Magazine) 
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Remington Rand Drops 134 
Dealers in Price Cut Action 
Remington Rand Inc., New York, 
has dropped 134 accounts and ob- 
tained 10 temporary injunctions in 
a drive to eliminate price-cutting 
among distributors and dealers 
handling Remington electric shav- 
ers. The company is continuing to 
review all cases that come to its 
attention and will institute further 
actions required, according to A. C. 


Barioni, sales manager of the elec- 
tric shaver division. 


Hoffman Names PR Head 


Mrs. Charlotte S. De Armond 
has been appointed to the new 
post of public relations director of 
Hoffman Electronics Corp., Los 
Angeles. She was formerly adver- 
tising manager of the Franciscan 
dinnerware division of Gladding, 
McBean & Co. 


Reach Your Typographic Level 
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J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Ballantine Goes 
to Esty After 20 
Years With JWT 


(Continued from Page 1) 
first 11 months of 1954. December 
totals showed a gain of about 5%. 
Trade reports indicate that Pabst 
held its own, Anheuser-Busch 
dipped close to 10%, while Hens- 
ler, Krueger and Liebmann showed 
slight gains. Ballantine reportedly 
does about 50% to 55% of the 
beer and ale volume in New Jer- 
sey. 

Nationally, beer sales dropped 
4% in ’54, according to Russell 
H. Hopkins, executive manager of 
the National Beer Wholesalers’ 
Assn. of America (AA, Jan. 31). 

Ballantine’s current advertising 
| program is expected to be contin- 
‘ued by Esty with few changes. Spot 
‘tv is getting a big play. Ballantine 


has bought the new Eddie Cantor | 
series for airing in 21 eastern cities, 
will continue to sponsor “Foreign 


Intrigue” im a number of markets} _ | 


and will sponsor radio and tv cov- | 
erage of New York Yankees and 
Philadelphia Phillies games. 

In addition, the company uses 
several hundred newspapers sea- 
sonally and about a dozen maga- 
zines on regular schedules. 


Considine Joins Blue Bell 

Norbert A. Considine has been 
appointed director of advertising 
and sales promotion for Blue Bell 
Inc., Greensboro, N. C., maker of 
work and play clothes. For the 
past seven years, Mr. Considine has 
been Blue Bell account executive 
at N. W. Ayer & Son. He will make 
his headquarters in Blue Bell’s 
New York ‘sales office. 


New Hotel Names Agency 

The Hotel Sheraton, now being 
constructed in Philadelphia, has 
named Chew, Harvey & Thomas, 
Philadelphia, to handle its adver- 


tising and promotion. 


Who buys the Ayer Directory ? sserises - riverising assis 


Banks + Brokers * Business Firms 
Publishers + Libraries + Market Analysts 
Public Relations Counselors 

Shouldn't you have one at your finger tips? 


1955 AYER DIRECTORY 


The standard work for 87 years 


No other single volume gives 
you all this information 


New data « New maps «+ Indexed and 


cross-indexed to give you the facts fast 


You'll find the names and addresses, subscrip- 
tion prices, editors, publishers and other data 
for 21,000 newspapers and periodicals in the U.S. 
and its possessions. Also in Canada, Bermuda, 
Cuba and the Philippines. 


You'll find the exact location, by county, of all 
U.S. weekly newspapers. Up-to-date maps of 
each state, territory and Canadian province ap- 
pear with editorial matter. 


You'll find full listings for scientific and profes- 
sional publications. Data by states on population 
shifts, motor vehicle registrations, families with 
radios and television sets, life insurance sales, 
number of farms in each state. 


You'll find banking information, number of tele- 
phones and other vital facts for all U.S. and 


Canadian cities of 


And the latest agricultural, industrial, geographic 
and transportation information for over 9000 U.S. 
and Canadian cities and towns. 


The 1955 Ayer Directory can save you hundreds 


25,000 population or more. 


of steps, hours of research and quantities of cor- 
respondence. Only a limited number of copies 
are printed. Order yours today. 


Orders ($30 postpaid within the U.S.) 
should be sent to the publisher, 

N. W. Ayer & Son, Inc., Dept. A, 

W. Washington Square, Phila. 6, Pa. 


| Es a ae 


Advertising Age, February 7, 1955 


MARK ETHRIDGE, v.p. Of WHAS and 
WHAS-TV, and publisher of the 
Louisville Courier-Journal and 
Times, has been named to receive 
the Keynote Award of the Nation- 
al Assn. of Radio & Television 
Broadcasters for 1955. He is the 
third broadcaster to receive this 
award. He will give the keynote 
speech at the NARTB convention 
in May. 


Frank Stanton 
Gives CBS Reply 
to Plotkin Memo 


(Continued from Page 1) 
networks, and CBS provided an- 
swers covering hundreds of pages. 
But these questions did not even 
suggest the major issues with 
which the memorandum now deals. 

“It is not surprising, in these 
circumstances, that the proposals 
betray such a complete lack of 
understanding of the complex bus- 
iness of television networking. The 
failure to test theories against 
facts has resulted in unrealistic 
and extreme proposals. The mem- 
orandum attempts to resuscitate 
concepts and approaches which 
during the last decade have been 
specifically and uniformly repu- 
diated by Congress and the FCC. 


® “Television networking is pre- 
cisely the kind of business where 
blind and unrealistic tampering 
with some of the parts can destroy 
the whole. It is, therefore, of the 
utmost importance that those who 
would consider restrictions on net- 
work broadcasting operations 
should be fully informed as to the 
workings of the industry and come 
to understand how it has been able 
to provide the American public 
with the best radio and television 
service in the world. 

“CBS urges that if the Senate 
committee or the FCC is inclined 
to give these proposals any weight, 
CBS and the other networks be 
given the opportunity to be heard. 
We ask this right not only for our- 
selves. While our stake is large, 
the stake of the public is even 
larger. There are a number of 
ways in which its enormous in- 
vestment can be depreciated. In 
the recommendations of the Plot- 
kin memorandum, one such road 
is clearly blueprinted.” 


‘Rockmore Has Applberry 

Rockmore Co., New York, han- 
dles advertising for Applberry 
sauce, new canned fruit product 
being introduced by Applberry 
Corp., Baltimore. A story in the 
Jan. 24 issue of AA incorrectly 
identified the agency as Entree 
Agency, New York, which handles 
publicity on the account. 


Citroen Cars to Shevlo 

Citroen Cars Corp., importer of 
French Citroen automobiles, has 
moved its account from Stephen 
Goerl Associates to Shevlo Inc., 
New York. Newspapers and maga- 
zines will be used. 


‘Aviation’ to Royal & DeGuzman 


American Aviation, Washington, 
has named Royal & DeGuzman to 
handle advertising promotion, suc- 
ceeding Burke Dowling Adams, 
Inc., Montclair, N. J. 
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a sure producer: Here's what's happening in the new NEW ORLEANS 


: lines of total advertising published by be 
The Times-Picayune Publishing Co. in 1954 


| SOURCE MEDIA RECORDS, INC. 


\ % ve 4 
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coverage in city zone, even more on Sunday! 


PUBLICATION RESEARCH SERVICE te 


a « * 
Circulation: 272,283 Daily, 276,265 Sunday | 
A. B. C, Publisher's Statement, 6 mos, ending Sept. 30, 1954 
, Sug 
——— “C— REPRESENTED BY JANN & KELLEY, INC. —_ Sen Francisco Lee Anoulee : 
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* to call on 
Newsweek's readers 
in Manufacturing 
Industries | 


-BNECUTIVE 
_VICE-PRES. 


se we 


Number of calls per salesman per year*.......... 976 
Newsweek readers in manufacturing industries 274,000 


*Source: Survey of 2,500 industrial salesmen 
made by Factory Management and Maintenance. 


Manufacturing’s growth during American Industry’s 
miracle decade has been more than matched by the 
increase in Newsweek’s key-people circulation in this 
vital area of the nation’s economy and strength. 


Fact is, Newsweek’s million-and-more circulation em- 
braces the highest degree of executive coverage and 
the highest family purchasing power ever offered by 
a magazine of this or greater size. 


During the past six years, Newsweek’s 
robust total circulation gain of 30% has 
been outpaced almost 2-to-I1 by its rise in 
executive circulation. And average Newsweek 
family income has set a new high of $11,896. 


Newsweek’s capacity for attracting a solid million 

families of such high caliber is easy to appreciate. Its 

unique editorial service provides thorough enlighten- 

ment on events of today’s complex world. Newsweek 
_ gives not only the news, but its significance. 


SERVING 
AMERICA’S 
MOST 
SIGNIFICANT 
MILLION 
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Advertising on the Off-Beat Side 


Having publicly deplored the tendency toward sameness in adver- 
tising, it follows that we should approve the choice of Walter P. 
Paepcke as “Industrial Advertising Man of the Year”—a distinction 
awarded him by the Copy Chasers in Industrial Marketing. 

Mr. Paepcke is not an advertising man. He is chairman of the board 
of Container Corp. of America, and his selection as “advertising man 
of the year” is therefore unusual in itself. It is also unusual because 
he received the award for the distinctly off-beat institutional adver- 
tising of Container Corp., which the Copy Chasers admitted violated 
most, if not all, of the tenets of good industrial advertising which 
they preach so assiduously in their monthly column in Industrial 
Marketing. 

The Container advertising, which has been featuring fine art for 
some 18 years, and which now has gone so far as to carry no adver- 
tising message at all—unless the modest Container Corp. signature 
is to be considered advertising—has been a subject of controversy in 
the advertising business for many years. As a result of the current 
award, we expect the controversy to increase, rather than die down. 

No one can deny, however, that the Container ads have been seen, 
and that they have made an impression. And Mr. Paepcke can tell 
you convincingly that the concept of style and design which is carried 
out in the advertising, in Container Corp.’s offices, and in every 
activity of the company, has paid off handsomely in greater recogni- 
tion and in cheerful jingling of the cash register. 

So we herald a man and a company who have avoided entirely the 
temptation to do the same thing everyone else is doing and who 
have carved out new, and apparently successful, advertising and 
promotional paths of their own. 

We do not urge you to go and do likewise. That would be foolish. 
That would, sooner or later, lead to the same kind of sameness in 
advertising which we still deplore. But we do urge you to explore 
the possibility of developing an advertising, marketing and promo- 
tional philosophy which peculiarly fits your own business and its 
problems and which does not automatically fall into a familiar pat- 
tern either because “it is the thing to do” or because “that’s the way 
all our competitors operate.” 

Hacking new paths through the advertising wilderness is harder 
and more hazardous than following the established routes, but if you 
do a good job, the returns are proportionately great. 


Advertising Affecting Jury Awards 


A reader of ApveRTISING AGE who has no direct connection with 
the matter has been waging a one-man campaign against the appear- 
ance in Chicago Transit Authority vehicles of a car card which reads: 

“Wat DaMacE CLAIMs Cost CTA Ripwers—The jurors who hear 
claims against the CTA may think they are only sticking an insur- 
ance company when they award damages of hundreds of thousands 
of dollars. Actually of course they are sticking themselves. The dam- 
ages come out of the fares they pay on the CTA—From editorial of 
Chicago Tribune Nov. 12, 1954.” 

His argument is that the use of this car card by CTA is “highly 
improper” because, he says, it is intended to influence jurors outside 
the courtroom without giving injured parties an equal right to state 
their side, and because such advertisements “tend to break down 
confidence in our jury system and to hold them up to ridicule.” 

This AA reader has taken his case to the CTA, to the local bar 
association, and to a number of judges, with results which thus far 
have not been notable. But he does raise an interesting question about 
the propriety of such advertising, and particularly cites a report in 
AA in 1953 in which a Tennessee judge declared a mistrial follow- 
ing an appearance of an ad by an insurance company which declared 

that higher liability premiums result partly from “excessive jury 
awards.” 


“By mistake I emptied a wastebasket 
gained three new accounts, lost two, and won a contest on ‘Why I 
Like Kronkheit’s Knockwurst.’ ” 


down the mail chute. We 


What They're Saying 


Down to Fundamentals 

Most of the commentators, on 
the whole, seem to agree that the 
total volume of business done will 
be higher in 1955 than it was in 
1954. 

I think they are right. But I 
base my conclusion on what I see 
going on in the companies for 
which we work—small, medium 
sized and large companies, in a 
variety of industries, scattered in 
different parts of the country. 

Most of these companies have 
been strengthening their positions 
by very constructive action. 

They haven’t just been fooling 
around with frills. They have been 
getting down to fundamentals such 
as designing a new or better prod- 
uct, reducing materials handling 
charges, cutting manufacturing 
costs by plant alterations, analyz- 
ing markets and arriving at a 
sound basic sales approach, etc. 

These companies are going to do 
all right. If business should go 
down, which I think it won't, 
they’ll maintain their position. If 
business goes up, which I think it 
will, they’ll forge ahead. 


—R. C. Trundle, president, Trundle 
Engineering Co., in “Trundle Talks.” 


Elimination 

Magazine editors have received 
from the manufacturer a letter ex- 
tolling the virtues of a new wash- 
ing machine in the hope that they 
will be interested “on behalf of 
your readers.” 

A full-blooded request for a free 
“puff” it is, too. But allow the 
letter to speak for itself: 

“All this [efficiency at reason- 
able price is claimed] has been 
achieved at the expense of only 
one drastic elimination, viz. the 
large advertising campaign which 
is the usual concomitance of a new 
product. Since this latter would 
be distasteful to us, we are not 
unduly disturbed at being finan- 
cially unable to spatter eulogies in 
the newspapers and blazon them 
on public hoardings. The intrinsic 
value of the machine plus the 
good offices of those who feel a 
duty towards their neighbours 
and/or public should preclude the 
necessity of huge advertising, and 
we hope that you will be able to 
help us in this respect. If you were 
to afford us the opportunity of 
demonstrating the—————washer 
in your kitchens, we feel sure that 


you would be anxious to give us a 
write-up in your journal.” 
Our italic! 
—“Advertiser’s Weekly,” 
England—Dec. 30 issue. 


London, 


File Down the Rivets 

So we take our text from a new 
book, “Song of the Sky,” by Guy 
Murchie (Houghton, Mifflin Co., 
$5), which points out: 

If the rivet heads of an airplane 
are filed down until the surface is 
completely smooth, enough speed 
will be gained to permit the plane 
to carry four additional paying 
passengers across the Atlantic. 

Mr. Murchie adds, by way of 
confirmation, that: 

The whidah bird cannot fly 
until the sun is well up, else the 
weight of dew on his long tail pre- 
vents him from taking off. 

There is an obvious moral here 
for advertisers—and far be it from 
us to conceal it. 

While the others are making 
predictions, let us discover what 
rivets we can file down in 1955 to 
make your business more fleet of 
wing. Let’s lighten our burden. 
Let’s blot up the dew from our 
long tails. 


—‘Grey Matter” (national adver- 
tisers’ edition), published semi-month- 
ly by Grey Advertising Agency, New 
York. 


Progressive Thinking Must 
Go Along with Automation 
The oft-talked-of technological 
unemployment that improved ma- 
chines was supposed to create, has 
never come to pass. However, 
with the advent of electronics of 
automation, the rate of improve- 
ment in machines and methods has 
accelerated beyond belief and our 
imaginative, progressive thinking 
must accelerate at a like rate, if 
these machines are to be used to’ 
vastly improve standards of living 
for everyone, rather than merely 
to replace men with machines. 


—Ben E. Edscorn, director of mar- 
keting research, International Shoe 
Co., speaking before the St. Louis 
chapter, National Machine Acvcount- 
ants Assn. 


Marketing Note 

We need all the members we can 
get because we have a big job... 
Girls aren’t very good, you know. 
But they’re better than nothing. 


—President (age 9) of a boys’ club 
in Chicago, recruiting new members. 


Reported in the Chicago Sun-Times. 
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Rough Proofs 


Reg Smallpage is general adver- 
tising manager of the Kemsley 
Newspapers in London, while if 
he worked in the U. S. his most 
logical connection would be with 
either Reader’s Digest or Coronet. 


Joe DiMaggio’s worth as a sports 
broadcaster should be considerably 
enhanced by his recent election to 
the Baseball Hall of Fame. 


Union Labor leaders who oppose 
automation can’t see pushbutton 
machines as dues-paying members. 
But of course the people who make 
the machines will continue to be 
good prospects. 


Labor economists have told a 
congressional committee they fa- 
vor government deficits. They 
aren’t worried by inflation as long 
as their members have money in 
the pants. 


Readers of Walter Winchell’s 
column are sure that’s where the 
police will get their first real clues 
in the Serge Rubinstein murder 
case. 


Some authorities say the cocktail 
party is the most boring of all so- 
cial events, but attendance is good 
enough to suggest that most people 
don’t know when they’re being 
bored. 


NBC will make two blades of 
grass grow where one grew be- 
fore by televising not only the Mo- 
tion Picture Academy awards, but 
also the nominations for the cine- 
ma’s highly prized Oscars. 


Jack Webb worked with the ap- 
pliance dealers’ association in ex- 
posing the gyps in the tv set re- 
pair field on “Dragnet,” and now 
when a customer is visited by an 
electronics expert he'll expect to 
read a note of commendation 
signed by Sergeant Friday. 


“Auto output edges higher,” ac- 
cording to Ward’s Automotive Re- 
ports, but the production figures 
are going to have trouble keeping 
up with the stock market prices. 


Affiliated Gas Equipment Inc. is 
to be merged with Carrier Corp., 
and the stockholders are expected 
to comment enthusiastically, “‘pret- 
ty cool!” 


W. L. Romney, P&G’s director 
of packaging, insists that leader- 
ship in that field can contribute as 
much to a company’s success as 
the product itself. But of course 
the container has to rate at least 
99.44%. 


The television business isn’t go- 
ing to the dogs, but at least one 
Chicago dealer is promoting set 
sales with premiums of cocker 
spaniels to all comers. 


Sports Illustrated’s boxing saga 
seems to indicate that a fight man- 
ager has to keep his guard up out- 
side the ring even more carefully 
than his tiger does inside it. 
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MECHANICAL “COPY TESTER” used in leading Philadelphia department stores! 


Here’s a copy tester without a peer (apolo- And THE INQUIRER stands FIRST in 


national advertising, retail advertising, classi- 


and Starch!) It’s the machine that tallies 
each day’s sales in Philadelphia’s depart- 


fied advertising and total advertising. Good 


Exclusive Advertising Representatives: 


i NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


en 
Ak 


is ment stores. And because these stores  teason then for THE INQUIRER to be 
| demand fast action every selling day, their FIRST on your schedule in America’s 
FIRST choice is THE INQUIRER. 3rd market! 


The Philadelphia Pnquirver 


The Voice of Delaware Valley, U.S.A. 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


Retail sales in 
DELAWARE VALLEY, U.S.A. 
top national average 


Retail sales per family in Delaware 
Valley, U.S.A. are 4.6% higher than 
national average. Here, 2.9% of 
U.S. population accounts for 3.1% of 
total retail sales, 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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At 9:00 P.M. on December 18th a little toy soldier 
stepped in front of a TV camera. Ninety minutes later 
he walked off...and “Babes in Toyland” had 


become the number one-rated program.* 


A Max Liebman color Spectacular, “Toyland” was 


seen in over 14,500,000 homes with a rating of 50.5. 


Our toy soldier was joined in the Nielsen Top Ten by 


“Dateline” a Producers’ Showcase Spectacular. 


Thus far this season Eleven Spectaculars have 
appeared on NBC. Here is the record. 


e@ Eight of the eleven won Nielsen Top Ten 


rating honors. 


e@ Average rating — 40.3 


@ An average of more than 11,400,000 homes 


reached by each Spectacular. 


In addition to “Babes In Toyland” and “Dateline”, 
four other NBC programs were in the Top Ten, 
bringing the total to six for the latest Report. That’s 
twice as many as the second network. Such program 
leadership as this over the last fourteen weeks has 
enabled NBC evening shows to deliver an average of 


576,000 more homes than the next network. 


All of which puts our advertisers a big step ahead, too. 


Exciting things are happening on 


NIBIC TELEVISION 


*Nielsen second December Report. Ali data verified by A. C. Nielsen Co. 
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NBC PROGRAMS IN THE TOP TEN 


Babes in Toyland 

Dragnet 

Buick-Berle Show 

Groucho Marx — You Bet Your Life 
Martha Raye Show 

Producers’ Showcase (Dateline) 


RATING 


50.5 
44.1 
42.0 
41.1 
40.4 
40.3 


HOMES REACHED 


14,569,000 
12,824,000 
12,243,000 
12,063,000 
11,655,000 
11,506,000 
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4,100,000 BIRTHS 


: ABY BOOM’ ae 
R ECO RD B Classification 1954 1953 

Retail (total) ....146,990,683 140,449,231 

se Dept. Stores .... 55,946,391 52,978,980 

NOW REACHING f= General ......:... 26,038,016 27,607,698 

Speers aneee Abematies «>. 8,073,589 10,048,019 

‘stan oon ve H Financial .......... 3,217,649 2,896,542 

STATES, CANADA, HE Rs UE lr err—“‘“‘i‘ Total Display ..184,319,937 181,001,490 

NAAN an bre Classified ........ 45,159,979 43,297,156 

: bc 229,479,916 224,298,646 


+ 2.3 2,581,175,071 2,609,796,885 


Advertising Age, February 7, 1955 


Newspaper Advertising Linage 


December, 1954 
Media Records Report for 52 Cities 


% January-December % 
Change 1954 1953 Change 
+ 4.7 1,441,001,667 1,419,984,709 +1.5 
+ 56 546,345,810 537,768,927 +-1.6 
— 5.7 358,040,062 367,778,322 —2.6 
—19.6 143,015,077 140,094,263 +2.1 
+11.1 36,346,557 33,403,011 +8.8 
+ 1.8 1,978,403,293 1,961,260,305 -+-0.9 
+ 4.3 602,771,778 648,536,580 —7.1 


—1.1 
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Pines Revives Two 
Screen Magazines 

Screenland and Silver Screen, 
which, as parts of the Pines 
Women’s Group (with True Life 
Stories), were suspended last 
August because of spiraling costs, 
‘are back. They will be published 
on alternate months. 
| Screenland appeared on news- 
_stands late in January; Silver 
| Screen will appear Feb. 17. 


PROGRAM 


Gift-Pax delivers your product to new 
mothers, at their bedside in the hospital. 


WRITE FOR MARKET COVERAGE BOOKLET! 


BxtY ME cE Ce 
Shy 
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R. H. Davies, Vice-President of the Clark Equipment Company, asks: 


““Do you know this famous weight lifter ?”’ 


“You've seen these mechanical muscle men all over the 
country,” says R. H. Davies. “Clark builds them to lift up to 


13 tons at a clip! 


“When Kansas City was hit by a recent flood, most of their 
fork trucks were damaged. Clark dealers are among the best 
equipped in the country. But when ten or fifteen companies 
needed replacement parts—and fast—the demand was un- 
precedented! We shipped carburetors, distributors and other 


essentials by Air Express from our Jackson, Mich. service 
headquarters — and they arrived the same day! 

“Our sixty dealers coast to coast know its speed and re- 
liability. We average 5,000 pounds a month by Air Express. 

“What's more, most of our shipments cost Jess by Air 
Express. For instance, a 25-lb. shipment by Air Express from 
Jackson, Mich. to Kansas City costs us $6.45 — that’s $3.50 
less than by any other air service.” 


& Air Express wo 


GEaTs THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 


Two NIAA Reports 
Aimed at Helping 
Make Up Ad Budgets 


New York, Feb. 2—Aids to 
building an industrial advertising 
budget were distributed last week 
to the 4,500 members of the Na- 
tional Industrial Advertisers Assn. 

They are a summary report of 
the association’s 1954 budget sur- 
vey and a condensation of Report 
#3 of the Industrial Advertising 
Research Institute, NIAA research 
affiliate. The detailed report of the 
NIAA budget survey committee, 
on which the summary is based, is 
still in preparation, while the full 
report of IARI has been completed 
and distributed to institute sub- 
scribers. Under NIAA by-laws, 
summaries of all IARI studies are 
made available without charge to 
members of the organization. 

The budget survey summary, 
prepared by a committee headed 
by R. Thomas Willson, advertising 
and sales promotion manager, Ba- 
ker Raulang Co., Cleveland, is 
based on mailed questionnaire re- 
turns received from 432 industrial 
advertising men. As in previous 
years, it shows the relation of ad- 
vertising expenditures to gross 
sales for 13 classifications of in- 
dustry, as determined by reports 


from 412 of the respondents. 


® In other sections, the summary 
sets forth statistical information 
about total advertising budgets, 
months in which budgets were 
submitted and approved, extent of 
agency participation in budget 
drafting, and means used to check 
effectiveness of advertising pro- 
grams. 

Featured in the IARI summary 
report is a complete chapter from 
the full study, on “Top Manage- 
ment Appraisal of the Advertising 
Budget.” It outlines the profit 
planning method of budgeting and 
gives examples of a budget built 
through use of this method. The 
chapter then presents a sample 
form for providing management 
with “a basis for judging the ade- 
quacy of budgets for selling in all 
its phases...” 

The complete IARI study, which 
was prepared for the institute by 
Barrington Associates, New York, 
is available to non-subscribers at 
$150 per copy. The price of the 
NIAA budget survey, when com- 
pleted, will be $15, with copies 
made available to NIAA members 
at $10 each. 


Foley Joins Grant in N. Y. 


Justin J. Foley has closed his 
Washington office, Justin J. Foley 
Associates, to join the New York 
copy staff of Grant Advertising. 
Mr. Foley was previously with 
Grant’s Washington office on the 
U.S. Army and Air Force recruit- 
ing accounts. He also worked on 
the same accounts at Gardner Ad- 
vertising Co. 


Schenley Promotes Levin 


Carl Levin, who has been in 
charge of the Washington office 
of Schenley Industries since 1951, 
has been elected a v.p. of Schen- 
ley. Before joining Schenley he 
was in charge of the public rela- 
tions office of William H. Wein- 
traub & Co. 


ee 
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ec 39 : 
3 
“Yes, Nancy,” I said, 


Every young mother is actually two 
women. She lives for herself. And she 
lives her life all over again in her 
children. In the “first person” pages 
of TRUE CONFESSIONS she finds 
both “selfs” vividly paraphrased . . . 
the drama of young love and the ad- 
venture of marriage, the dignity of 
motherhood and the realities of rais- 
ing a family. TRUE CONFESSIONS 
brings all of these home to her with a 
warmth and intimacy that create a 
unique and exceptional atmosphere for 
sales for its advertisers. Buying here 
is spontaneous, emotional, For her- 


self. . . her home, her clothes, her 
cosmetics. For her children . . . their 
food, their medicines and tonics, their 
playthings. So strong is this dual in- 
terest, one might well rate the multi- 
million market of TRUE CONFES- 
SIONS at double its potential. Few 
magazines reach as many married 
women, 18-25... . none (measured by 
Starch) reach as many 18-25... or 
18-35 per dollar. Pair it with MO- 
TION PICTURE, and you have the 
perfect combination for selling more 
to young women at lower cost... 


ILLUSTRATION: TRUE CONFESSIONS, 1055 
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YOU CAN T RUN AWAY FROM LOVE 


The Fawcett Women’s Group 


TRUE CONFESSIONS— MOTION PICTURE... he all-quality magazines in the screen-romance field 
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ex-GIVES WIDEST FOOD INDUSTRY echt 


Edited in Spanish by native Latin Amer- 
icans, it’s the only magazine serving 18 major © 
Latin American grocery markets. Circulation of '/ : 
10,000 includes men who make 71% of all retail / = 24 7 = 
~ ig SS 
See nd ‘ RS So 


sales. Covers wholesale grocers, grocery sales agents, 
fixtures and equipment suppliers, hotel, club, and/«*7-4= 
large restaurant managers. Good results proved. ,/ #8 


Write today for complete market facts!» 


THE CANTERBURY PRESS 


2001 Calumet, Chicago 16, Ill. 
@ maher Down Beat—Country and Western Jamboree—Up Beat—Beverages—Radio y 
publications 


Articulos Electricos—Radio y Articulos Electricos Catalog File—Bebidas—Bebidas 
Annual Directory—ta Farmacia Moderna—ta Tienda—Elaboraciones y Envases 


Beth Lavine Opens Office 


Beth Harber Lavine, formerly 
health and beauty editor of Seven- 
teen, has opened a New York of- 
fice at 341 Madison Ave. as an edi- 
torial and merchandise consultant 


_to the beauty and fragrance indus- 


try. 


Reiss Joins Arnot Jamestown 

Milton Reiss, formerly with It- 
kin Bros., New York office furni- 
ture and equipment organization, 
has been named metropolitan New 
York sales manager for the Arnot 
Jamestown division of Aetna Steel 
Products Corp. 


Hedger to Ried] & Freede 


Robert Hedger, formerly on the 
executive staff of Comstock & Co., 
Buffalo, has joined Riedl & Freede, 
New York, as an account execu- 
tive. 


Virginia Names New Agency 
Cargill & Wilson Inc., Richmond, 
has been appointed to handle ad- 
vertising for the State of Virginia, 
effective July 1. The account bills 
$160,000 a year. Magazines, news- 
papers and promotional literature 
will be used. Houck & Co.,, 
Roanoke, is the present agency. 


Pratt Joins Casey PR 

Frederick W. Pratt Jr. has 
joined John T. Casey & Associates, 
New York public relations com- 
pany, as an associate counsel. He 
was previously advertising man- 
ager of Mother & Baby and, prior 
to that, an account executive with 
Benton & Bowles. 


‘Esquire’ Appoints Rep 

Hal Winter Co., Miami Beach, 
has been appointed Florida adver- 
tising representative of Esquire. 


Orr 72nd year has closed. Signs of the continued approval 


of our efforts are heart-warming. 


Small-Town Families bought more copies of GRIT than ever 
before. And we start 1955 with a circulation some 40,000 greater 


than in 1954. 


Advertisers invested more in GRIT than ever before 


—20.9% more than in 1953, our best previous year. 


So we are most grateful 


—to the 30,000 boys who sell GRIT in 16,000 Small 


Towns and villages 


—to the advertisers and agencies who placed so much more 
copy in GRIT than ever before 


—to the men of Scolaro, Meeker & Scott and of Doyle & 
Hawley for their highly effective presentation of our 


advertising story 


—and of course, most of all, to the more than 3,250,000 
loyal readers among the 750,000 Small-Town Families 
who have bought GRIT regularly. 


In 1955 we confidently expect more readers will buy GRIT, 
that more advertisers will discover our unique coverage of our unique 


market .. 


and will do something about it. 


SE 


President 


GRIT PUBLISHING COMPANY, WILLIAMSPORT, PENNSYLVANIA 
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Campaign Promotes 
Harriset Process of 
Shrinkproofing Wool 


WASHINGTON, Feb. 1—In a 
drive to cultivate consumer and 
trade recognition of the “Harriset” 
label, Harris Research Laborator- 
ies has started a series of ads in 
trade and consumer publications 
in cooperation with manufacturers 
who are licensed to use its Harri- 
set process of making wool shrink- 
resistant. 

The first of the ads, in coopera- 
tion with Seattle Woolen Co., 
maker of boys’ and youths’ Sea 
Wolf slacks, already has appeared 


SEER ne tevterniy *) 


pem adds a great new selling point 

- to help get your added share 

of the growing boys’ slacks market 
i TWAE FOR EASTER! 


Sea Wour & 


— eee a a 


ALL WOOL FLANNEL— 


Washable. 


BOYS’ SLACKS 


° ENDS COSTLY DRY CLEAMING BELS 


in Daily News Record. The second 
in the series is a cooperative effort 
with Marum Knitting Mills, Law- 
rence, Mass., which uses the Harris 
process for stretchable hose. 

While more than _ 50,000,000 
pounds of wool have been treated 
with the Harriset process to pro- 
tect against shrinking, the product 
has been consumed largely by the 
government and large _ private 
contractors, and has not been 
widely promoted. 


= The company’s new merchan- 
dising program is based on an in- 
crease in the fee per pound as- 
sessed companies using the pro- 
cess. In ads in trade publications 
last fall, Harris revealed it con- 
templated “merchandising in 
depth” to create trade and public 
awareness of the process. 

In addition to buying advertis- 
ing space, the Harris program in- 
volves point of sale material, in- 
cluding a standard tag for use on 
all products using the Harriset 
process. 

Henry J. Kaufman & Associates, 
Washington, is the agency for 
Harris Research Laboratories. 

In its promotion, Harris asserts 
that the process makes it possi- 
ble for consumers to wash the 
treated product by hand or ma- 
chine without shrinkage. To mem- 
bers of the trade the organization 
says the surface has just been 
scratched in meeting the public 
demand for wool products which 
are shrinkage resistant. 


s “In the apparel field alone, the 
want exists for wool socks that are 
unequivocally washable, for wool 
sweaters that require no babying 
in washing, for boys’ slacks and 
children’s outer garments which 
can be thrown in a_ washer. 
Thoroughly washable blankets 
will be a boon to all, as will many 
other washable fabrics.” 


Lynn Cleary Leaves DuMont 


Lynn Cleary, business manager 
of the sales department of DuMont 
Television Network, New York, 
has resigned to retire to private 
life. Now Mrs. Charles A. Chris- 
tenson, she has been with the net- 
work since 1947. 
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Alka Seltzer Named 
Top TV Advertiser 
in Pittsburgh Poll 


PITTSBURGH, Feb. 1—Guide- 
Post Research here has been be- 
sieged with queries from local ad- 
vertising agencies seeking “relative 
ratings” in a recent poll which 
placed Alka Seltzer as the most 
popular television advertiser 
among 2,000 district women sur- 
veyed. 

Guide-Post director Charles 
Ackenheil told ADVERTISING AGE he 
was astonished at the impact the 
survey made on agencies here. 

The poll, as originally released, 
revealed the top ten favorites in 
television advertisers, tv and radio 
entertainment, and news commen- 
tary figures, both nationally and 
locally. 

However, Guide-Post did not in- 
clude tallies with individual stand- 
ings. 


= Here’s the numerical break- 
down: 

Alka Seltzer led with 245, fol- 
lowed by Westinghouse with 162; 
Lucky Strike, 160; U. S. Steel, 144; 
Gillette, 132; Ivory, 93; Pamper, 
78; Alcoa, 72; Pabst, 67; Ajax, 66. 

Mr. Ackenheil said five addi- 
tional advertisers listed in the rat- 
ings were Duz, 47; Old Gold, 44; 
Robert Hall, 42; Campbell soup, 
42, and Muriel cigars, 38. 

The poll was conducted in De- 
cember by Guide-Post, a market- 
ing research group for the Pitts- 
burgh area. 

A spokesman for the group de- 
scribed the poll as a biennial pub- 
lic service project. 

The survey also disclosed that 
Arthur Godfrey is still No. 1 with 
the ladies, both on television and 
radio. 


s Godfrey polled more than 50% 
more votes than _ second-place 
Bishop Sheen in television rat- 
ings; Jackie Gleason ranked third; 
Ed Murrow, fourth, and George 
Gobel, fifth. 

Filling out the top ten in order 
were Garry Moore, Warren Hull, 
Ed Sullivan, Liberace and Dennis 
James. 

Top woman favorite on televi- 
sion was Lucille Ball. 

United Press columnist Fred 
Othman was the gal’s choice for 
“favorite newspaper man.” Oth- 
man was followed by Gilbert Love 
(Pittsburgh Press); Robert Ruark; 
E. V. Durling; Charles Danver 
(Pittsburgh Post-Gazette); Bishop 
Sheen; Dr. George Crane; West- 
brook Pegler; Dr. Norman Vincent 
Peale, and Earl Wilson. 


# Favorite newspaper woman was 
Dorothy Kilgallen, followed by 
Inez Robb; Mrs. Walter Ferguson; 
Molly Mayfield, and Fay Emerson. 

Favorite radio news announcer 
was KDKA’s Ed Schaughency. 
Lowell Thomas in third place was 
the only national figure named in 
that category. 

Bill Burns, WDTV, was named 
favorite tv news announcer. Run- 
ners-up were John Cameron 
Swayze and Morgan Beatty and 
Ed Murrow, among others. 

Janet Ross, heading a local 
women’s program for KDKA, was 
named outstanding woman on 
radio. Molly McGee, Dinah Shore, 
Eve Arden, and Ma Perkins were 
national figures mentioned in the 
top ten with Miss Ross. 


Beautiful Bryans Shifts Three 

K. B. Lawrence, formerly New 
York sales manager for Beautiful 
Bryans Inc., New York, has been 
appointed sales promotion man- 
ager of the company. Stylist Betty 
Lamons has also been named 
fashion and advertising director. 
Patricia Gail Morrison, formerly 
field fashion coordinator, has been 
promoted to fashion and public 
relations coordinator. 


Rival Joins Octagon Plan 

Rival Packing Co., Chicago 
maker of Rival dog food, has 
joined the Octagon Premium Plan, 
in which a number of manufac- 
turers offer premiums in exchange 
for coupons stamped on the pro- 
duct labels. Other members in- 
clude Octagon soap _ products, 
Linit starch, Borden’s Silver Cow 
milk and Raleigh cigarets. 
Through Chas. Silver & Co., Chi- 
cago, Rival has started a cam- 
paign to announce the new offer 
in national media. 


Screen Gems Names Baker 

Ezra Baker, formerly director of 
sales for International Motion 
Picture Studios, has joined the 
commercial sales staff of Screen 
Gems, New York, tv film producer- 
syndicator. 


WKRC Boosts Hub Hood 

Hub Hood, sales manager of 
WKRC, Cincinnati, for the past 
three years, has been named gen- 
eral manager of the radio station. 
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We were happy to read in Printer’s Ink that 
“‘Media buyers are studying the media they use 
harder than ever before’. Naturally so, because 
when experienced, critical media buyers put 
medical journals under a microscope MODERN 
MEDICINE fares very well indeed. That’s natural 
because readers say MODERN MEDICINE is the 
nation’s most influential medical journal. We 
have the evidence in 35,479 pieces of mail from 
doctors all over the country (26% of our circu- 
lation) who stated that they found this journal 
informative, authoritative and helpful. 

Weigh the evidence (available from any of 


our representatives) and you too will select 
MopDERN MEDICINE as your basic medium. 


America’s Most Influential Medical Journal 
MINNEAPOLIS«NEW YORK+CHICAGO-+SAN FRANCISCO-LOS ANGELES 


Reaches every practicing U.S. physician under 65. 
Total medical circulation, Dec., 1954; 140,264. 


The Capital Viscount* is indeed a new concept in 
passenger comfort. Never before have you experienced 
flight so swift, yet so pleasantly free from disturbing 
noise and vibration. 


Inside the Vi 
from large picture windows, the perfect pressurization 
and air-conditioning, and the unique fold-away table 
at each deep-cushioned seat. The quiet elegance of 


the Viscount is a 


*Pronounced Vi-Count 


POWERED BY Sze. ROLLSROYCE 


SWIFT, SMOOTH, SILENT, SURE ,.. 


| 


© 


scount, you'll enjoy the panoramic view 


luxury once known — never forgotten. 


The Viscount powered by four Rolls-Royce 
propeller-turbine (turbo-prop) engines and 
proved by more than 100 million safe 
passenger hours — will be 

serving Capital cities soon, 

Watch for the announcement. 


Rlirlines 


J 


\ 


New Concept 
in Comfort 
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Dallas Chapter AANR Elects 

Sloane McCauley, v.p. of Bran- 
/ham Co., has been elected presi- 
dent of the Dallas chapter of the 
‘American Assn. of Newspaper 
Representatives. Other officers 
\elected include Al Howe, Burke, 
Kuipers & Mahoney, v.p., and Jim 
Alley, Katz Co., secretary-treasur- 
er. 


WFMY-TV Moves Office 

WFMY-TV, Greensboro, N.C., 
has moved into its own building at 
Phillips Ave. and White St. The tv 
station has appointed Gordon Wil- 
liamson, formerly manager of 
WISE-TV, Asheville, as operation- 
production manager. 


Assigned to RIA Project 


John Lear, former associate edi- 
tor of Collier’s, has been commis- 
sioned to write a popular history 
of the Research Institute of Ameri- 
ca. The work will study the role 
played by the organization during 
the past 20 years. 


Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 7-9. American Management Assn., 
marketing conference, Hotel Statler, New 
York. 

Feb. 10-12. Southwestern Assn. of Ad- 
vertising Agencies, annual convention, 
Skirvin Hotel, Oklahoma City. 

Feb. 10-12. Advertising Federation of 
America, Fifth District convention, Day- 
ton Biltmore, Dayton, O. 

Feb. 11-12. Northwest Daily Press Assn., 
36th annual meeting, Radisson Hotel, 
Minneapolis. 

Feb. 14-15. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 16. Associated Business Publica- 
| tions, Midwest conference, Palmer House, 
Chicago. 

*Feb. 18-19. Newspaper Advertising 
Executives Assn. of the Carolinas, mid- 
winter meeting, Columbia Hotel, Col- 
umbia, S. C. 

Feb. 18-19. Interstate Advertising Man- 
agers Assn.—Pennsylvania Newspaper 
Publishers Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

Feb. 20-21. Midwest Newspaper Adver- 
'tising Executives’ Assn., 73rd semi-annual 


F Boston Spectacular 
F Standout Display 
Smart Series 


© Sh-h-h 


@ Founded 1784, The First National Bank of Boston 
is among the first to sponsor a spectacular in the heart of 
this historic city. About 28 by 55 feet in size. the Donnelly 
display features a plaque with interior lighting, and a cut- 
out of the Boston skyline. Even the John Hancock Building 
flashes its familiar red and blue beacon. The First National 
Bank, a client of 32 years, is served by BBDO Boston. 


Smartest of the smart cars...the 


a 
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© “Smartest of the smart cars”... the 1955 De Soto 
is bound to keep company with smart, attractive people. 
That’s the idea behind this new poster series. Straight- 
forward and simple, each poster has three basic ingredi- 
ents: the theme line, a beautiful De Soto and an interesting 
situation involving its proud, forward-looking owners. The 
posters appear nationally, get frequent changes. 


NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND * PITTSBURGH 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 


oe 


@ To introduce its new theme — “Schenley brings 


back The Golden Age of Elegance”— Schenley Industries, 
Inc., gives New York and Boston commuters an elegant 
touch in car-card advertising. Popping out from each 33- 
by 21-inch card is a plastic model of a Schenley Reserve 
bottle. Seen by about 341,000 daily, the campaign has 
received good comment, both from the trade and its public. 


@ A bedtime story tells itself without words in this 
20-second TV commercial for Vicks VapoRub. The cartoon 


tale begins as daddy is awakened 


by his little girl’s cough- 


ing. Like magic, Vicks comes to the rescue. Father and 
daughter go blissfully to sleep, The commercial winds up 
with a full-screen shot of the VapoRub jar as the announcer 
says, “Vicks VapoRub! What a comfort!” 


Advertising 


* MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD * LOS ANGELES * DETROIT * DALLAS * ATLANTA 
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meeting, President Hotel, 
Mo. 

March 2. Associated Business Publica- 
tions, eastern conference, Roosevelt Ho- 
tel, New York. 

March 5-6. Missouri Newspaper Man- 
agement Clinic, School of Journalism, 
University of Missouri, Columbia. 

March 12-15. Advertising Specialty Na- 
tional Assn., third annual spring special- 
ty show, Palmer House, Chicago. 

March 16-18. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 17-20. Advertising Federation of 
America, Fourth District convention, Tal- 
lahassee, Fla. 

March 17-20. Southeastern Advertising 
Conference, Florida State University, 
Tallahassee. 

*March 18-19. Atlanta Advertising In- 
stitute, 6th annual meeting, sponsored by 
the Atlanta Advertising Club and Emory 
University. Alumni Memorial _ Bidg., 
Emory University. 

March 21-23. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Chateau Frontenac, Quebec. 

April 4-8. National Advertising Agency 
Network, 24th annual conference, Del 
Monte Lodge, Pebble Beach, Cal. 

April 5-7. Point-of-Purchase Advertis- 
ing Institute, annual convention, Palmer 
House, Chicago. 

April 13. Brand Names Day dinner, 
Brand Names Foundation, Waldorf-As- 
toria, New York. 

April 16-21. National Business Publica- 
tions, spring meeting, Boca Raton Hotel 
& Club, Boca Raton, Fla. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel & Club, Boca Raton, Fila. 

April 21-23. Southern California Adver- 
tising Agencies Assn., annual conference, 
El Mirador Hotel, Palm Springs. 

April 26-28. American Newspaper Pub- 
lishers Assn., annual convention, Wal- 
dorf-Astoria, New York. 

May 2-3. Outdoor Advertising Assn. of 
America, 3rd annuai painted display con- 
ference, Hotel Sherman, Chicago. 

May 3-6. Assn. of Canadian Advertis- 
ers, annual convention, Royal York Ho- 
tel, Toronto. 

*May 5. International Advertising Assn., 


Kansas City, 


annual convention, Plaza Hotel, New 
York. 
May 9-11. National Industrial Adver- 


tisers Assn., annual convention, Sheraton 
Park Hotel, Washington, D. C. 

May 12-13. Inland Daily Press Assn., 
spring meeting, Drake Hotel, Chicago. 

May 22-24. Magazine Publishers Assn., 
36th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 23-25. Sales Aids show, sponsored 


| by Advertising Trades Institute, Biltmore 
|Hotel, New York. 


May 25-28. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-8. Advertising Federation of 
America, 51st annual convention, Palmer 
House, Chicago. 

June 8-10. National Sales Executives 
convention and sales equipment fair, 
Waldorf-Astoria, New York. 

*June 12-17. Special Libraries Assn., ad- 
vertising division, 46th annual convention, 
Hotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
national conference, Schroeder Hotel, 
Milwaukee. 

*June 19-22. Poster Advertising Assn. 
of Canada, Hotel London, London, Ont. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multno- 
mah Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
— White Sulphur Springs, W. 

a. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 


|son Hotel, St. Louis. 
Oct. 17-18. Boston Conference on Dis- 
| tribution, Hotel Statler, Boston. 

Oct. 17-19. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Insti- 
tute, Biltmore Hotel, New York. 

Nov. 14-18. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 


Men of Dresstinction? 

Witty Bros., New York manufac- 
turer and retailer of men’s clothing, 
will launch a new campaign in 
local newspapers and national 
magazines, featuring men who have 
gained prominence in their re- 
spective fields. Studio portraits by 
Fabian Bachrach will feature the 
ads, which are being prepared by 
Arthur B. Kaplan Co., New York. 


Davies, Coyle to Rutledge 
Elliott Davies, formerly with 
Kroger Co., has joined Rutledge & 
Lilienfeld as a merchandising exec- 
utive. Mr. Davies will work from 
both the agency’s St. Louis and 
Chicago offices, with headquarters 
in St. Louis. Ann Coyle, formerly 
group supervisor with Tatham- 
Laird, has joined the agency’s 
Chicago office as radio and tv head. 
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Things have changed in Cincinnati. . . 


And look what’s happene 


in the last 


fates haa tt! 


6 months! 
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Solid Cincinnati reads \ The Cincinnati Enquirer 


Represented by Moloney, Regan and Schmitt, Inc. 
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MAGAZINES .o 


MORE PAGES GAINED IN 
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ITS FIELD 


—also largest revenue gain 


FIRST IN BUSINESS AND 
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You Ought to Know - »B.A.Cummings 


The new president of Compton 
Advertising—Barton Arthur Cum- 
mings—was practically born in 
the agency business. His father, the 
late Earl M. Cummings, operated 
an agency in Rockford, Ill. The 
agency is now called Cummings, 
Brand & McPherson and has a 
Chicago office as well. Young Bart 
grew up in Rockford. 

He went to the University of 
Illinois and played end for the 
Illini under the stern regime of 
Bob Zuppke. “He was tough,” 
Bart says in _ retrospect. “He 
wanted us to hate him—told us so 
—and I guess most of us did when 
we were playing for him.” 

By the time he was graduated 
from Illinois in 1935, Bart had 


Barton Cummings 


managed to take all the advertis- 
ing courses in the business and 
journalism schools. 

He did a short hitch with his 
father’s agency, and in the fall of 
°35 he coached football at nearby 
Beloit College. But he was restive 
working for his father (“I felt I’d 
be a kid all my life’), and he 
managed to get a job with Swift 
International. In February, 1936, 
he arrived in Argentina as a 
trainee. The original deal was 
simple: Six months in the produc- 
tion end and then a transfer to ad- 
vertising and sales. 


s It didn’t quite work out, be- 
cause the management men 
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wanted to keep him in production. 
He quit, went to Buenos Aires and 
got a job in the advertising depart- 
ment of a tabloid, El Mundo. In 
the course of the job, he called on 
the head of N. W. Ayer’s Buenos 
Aires office and got a terse piece 
of advice: Whether he intended 
to work in South America or not, 
he’d better get some training in 
New York, preferably in an ad- 
vertising agency. 

Bart took the advice. He went 
to New York and made the rounds 
of agencies, finally latching on 
with Benton & Bowles (as an of- 


fice boy) just before the end of 
1936. Since then, except for gov- 
ernment and naval service, he has 
never been away from the agency 
business. 


® Benton & Bowles office boys got 
$15 a week; when he was trans- 
ferred to traffic, after 18 months, 
he got $17.50. From there he 
worked his way into trade copy, 
then to consumer copy, under 
Walter O’Meara, whom Mr. Cum- 
mings still regards as the finest 
of craftsmen and—perhaps more 
important—teachers of copy. Mr. 
O’Meara moved Bart up to a copy 
supervisor’s spot, and on the Gen- 
eral Foods account, he -began to 
get a taste of client contact. 


It was at Benton & Bowles that 
he met Regina Pugh, who worked 
for the agency as contract super- 
visor. They were married in 1940. 


= He was one of a group of admen 
who went to Washington in the 
early days of the war. Leon Hen- 
derson, then head of the Office 
of Price Administration, needed a 
man to head the campaigns sec- 
tion. Chester Bowles was on the 
point of leaving B&B to be the 
OPA’s Connecticut administrator, 
and he recomended Bart to Mr. 
Henderson. In 1942 Bart moved to 
Washington and began the diffi- 
cult task of explaning OPA’s role 
to advertisers and to the public. 
He lasted through the Henderson 
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regime and through that of his 
successor, Prentiss Brown. Finally 
Bowles came to head the agency. 

In the course of Mr. Brown’s 
tenure on the bull’s eye (for no 
agency in Washington caught as 
much crossfire of criticism as did 
OPA), he brought in a Detroit 
agencyman, Lou Maxon, to be in- 
formation chief. Bart liked Lou 
Maxon, and Maxon liked him; this 
proved important later on. 


= In October, 1943, Mr. Cummings 
was commissioned a lieutenant 
(j.g.) in the Navy. He served as 
commander of an LSM—a highly 
practical ship sometimes defined 
as a floating obstacle course. In- 
habitants were fond of saying the 
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What? The publishing b 
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Yes ... and for a right good reason! The 
time-pressured publishing executives (all 
members of the ABP) spent 5 solid days 
at a Harvard University seminar recently 
to search out answers to management 
problems because—as everybody knows 
—a better managed businesspaper is a 
better businesspaper ... and a better ad- 
vertising buy, too. 


Fact is, school’s never out for the staffs 
of ABP papers. Publishers, editors, circu- 
lation managers, salesmen, and produc- 
tion people meet regularly in practical 


study groups. They’re all working to build 
better and better publications . . . to keep 
the quality of their circulation high . . . to 
make more people read more and get more 
out of every issue. 


What does the advertiser get out of it? 
Plenty. A well read, soundly published 
businesspaper that does more for its 
readers earns more for its advertisers, too. 
When the big brass of the ABP papers 
goes to school . . . everybody profits! 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 « 205 East 42nd St., New York 17, N.Y. 
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craft was perfectly designed ex- 
cept that the designers forgot there 
were to be people aboard. He saw 
action in New Guinea, Borneo and 
the Philippines (including the 
savage assault at Ormoc on Leyte, 
when his ship was damaged by 
bombing). 

When he came back to civilian 
life in the fall of 1945, Mr. Cum- 
mings joined Maxon Inc. as an ac- 
count executive. He handled 
Eastern Ford Dealers, Snow Crop, 
Armstrong Rubber, Fleming-Hall 
Tobacco and two New York hotels 
(the New Yorker and the Savoy- 
Plaza). Maxon made him a v.p. 

In September, 1947, he joined 
Compton as an account executive 


on the Nestle Co. account. Comp- 


ton lost the account a year later, 
but Cummings stayed with the 
agency, being transferred into the 
Procter & Gamble account group 
to work on Duz, under the late 
Thurman L. Barnard. In 1950, he 
became a group supervisor and a 
v.p. of the agency, and he was 
elected to the board of directors in 
1952. Last December, at 41, he be- 
came Compton’s president. 


@ In general, Mr. Cummings 
thinks a creative background is of 
tremendous help to a contact man 
(“I’m not so sure creative people 
think so,” he says with a wry grin) 
because it gives him better insight 
into campaigns, and it lets him 
make on-the-spot changes where 


material back to the agency. 

“Marketing is an 
word in our business,” he said, in| 
discussing the future of agencies 
generally, 
agencies will help clients define 
their markets.” He thinks agencies 
must get into market analysis with 
their clients and must have access 


to all sales figures (an old Comp- 
ton fetish) because, “clients who) 
‘don’t let their agencies get inside | 
just don’t get the best from their | 
agencies.” 

Tall (6’ 4%”) and relaxed, Bart 
Cummings’ principal hobby is 
fishing—when he gets the oppor- 
tunity. He lives, with his wife and 
three children, in Armonk, N. Y. 


over-used |} 


necessary, instead of shuttling the| WITVN Appoints Two to Sales 


Fred (Curly) Morrison, a mem- 
er of the Cleveland Browns pro- 


fessional football team, has been 
= ‘appointed to the sales staff of 
but more and more wrpyn, Columbus. The radio sta- 
‘tion also has appointed Robert L. | 
|Harris, formerly with WIBC, In- 
dianapolis, an account executive. 


Bob Hart to KLZ-TV 


Bob Hart has resigned as com- 
mercial manager 
Denver, to join the local sales staff 
of KLZ-TV, Denver. Frank Bishop, 


formerly head of commercial de- | 


partment operations, has been 
named commercial manager of 
KFEL-TV. 


HARVARD COMES TO ABP... In a five-day seminar under Joseph C. Bailey, Pro- 
fessor of Human Relations, Harvard Graduate School of Business, ABP executives 
used the noted Harvard ‘“‘case system” to explore better administrative practices. 


wigs go to school? 


ASK FOR THESE: 


MAN-IN-THE-MIDDLE—eighi copy themes, a guide to ad- 
vertising in the business press—to sell more to and through 


dealers. Illustrated with examples. 


WHAT MAKES A BUSINESSPAPER ADVERTISEMENT 
eoop—slide-talk program available to advertising groups, 
colleges and universities for the asking. For speaker and pro- 
gram, write to ABP’s Speakers Bureau, giving details about 


your group. 


anp—Be sure the data on your 1954 businesspaper advertising 
expenditures is in ABP’s fourth study of Leading Business- 
paper Advertisers. Ask ABP for a form on which to report 


your figures. 


if 
ay 


ABP GOES TO RUTGERS .. 


renewal letter timing; 


LEARNING NEW EDITORIAL TECHNIQUES 
... Led by Brian P. Emerson (right) Editor of 
Diesel Power & Diesel Transportation, editors 
explored up-to-the-minute techniques for better 
writing, editing, presentation ... to keep papers 
selling to readers (and for advertisers). 


CIRCULATION CHALK TALK... At ABP’s 
National Circulation Roundtable in New York, 
R.E. Smallwood of Sales Management talked on 


Robert Birnbaum of 


Breskin Publications offered tests for renewal 
operations. It’s all part of ABP’s program to 
sustain the high quality of paid ABC-audited 
circulation. 


. A member of 


ABP’s busy Speakers Bureau, James Allured, 
Eastern Manager of the Manufacturing Confec- 
tioner, talked to Rutgers University journalism 
majors... to tell the story of the business press 
to future readers and advertisers . 
qualified newcomers to the field. 


better businesspaper advertising 


.. and attract 


AGENCY HEAD TO SALESMEN .. . Here, War- 


cies. (Ask ABP 
“Tell It In The 


ner S. Shelly, President of N. W. Ayer, tells 
ABP’s Dotted Line Club why businesspapers are 
important to advertisers . . . and how they can 
improve their services to advertisers and agen- 


for a free copy of the talk, 
Trade Press.’’) 


of KFEL-TV, | _ ee 
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ee THAT uP—To help the De- 
fense Department suggest that 
some information in ads, even 
though unclassified, might help a 
| potential enemy, Raytheon Mfg. 
Co., Waltham, Mass., is running 
this “canceled” copy in the Jan. 31 
Time and 11 other magazines. Cow- 
an & Dengler, New York, is the 


agency. 


Stuart Chambers Retires from 
‘Post-Dispatch’ after 38 Years 

Stuart M. Chambers, treasurer 
of Pulitzer Publishing Co., St. 
Louis, and a member of its board 
of directors, has retired after 38 
years with the St. Louis Post- 


a | Dispatch. He has been succeeded 


|as treasurer and board member by 
|Dell B. Stafford, assistant treas- 
urer, who has been with the Post- 
Dispatch 10 years. 

Mr. Chambers, who joined the 
| newspaper as an advertising sales- 
| man in 1916, was named advertis- 
|ing manager in 1941. In recent 
|years he has been in charge of ob- 
|taining newsprint for the Post- 
|Dispatch, and will continue as a 
director of Coosa River Newsprint 
Co. of Alabama, in which the Post- 
|Dispatch has a substantial finan- 
(cial interest. 


| Greco Heads Railroad Admen 


Alfred E. Greco, Pullman Co., 
Chicago, has been elected presi- 
dent of the Assn. of Railroad Ad- 
| vertising Managers. D. B. Wallace 
of the Canadian Pacific Railway 
has been chosen v.p. 
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<2 
Smart Makers of Shoes 
Use Balloons to... 


@ Get kids and parents into 
dealers’ stores 


@ Boost their brand with Ad ve 
— Saran ae a VA 

Because m 

PIONEER Qualatex Balloons 

Gre.s-. 


@ Floating Billboards that advertise and 
sell wherever they go 


ie Colorful, easy to use,yet 
inexpensive 


| @ Loaded with real toy value 
Get ideas, samples 
and imprint 
information from 
our Premium Dept. 

Write today to... 


14 23, 


ae te PIONEE COMPANY 
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Eastman Backs Its 
‘Norby’ Show With 
Dealer Aids Galore 


New York, Feb. 2—If “Norby,” 
Eastman Kodak’s new color show, 
doesn’t catch on fast with the tele- 
vision populace, it won’t be be- 
cause of a lack of sponsor backing. 

This 30-minute film, which 
started on NBC-TV last month, 
has been blessed with the sort of 
promotion every star dreams of 
and few get. David Wayne stars 
as “Norby,” which was created for 
Kodak’s tv debut by David Swift. 

The ballyhoo was unleashed 
about two weeks before the show 
went on the air. The amateur 
photographer who left film to be 
developed at the neighborhood 
shop found a “Norby” tune-in re- 
minder tucked in the envelope 


in trade shows, stores, windows—day or night 
Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
proupects than through any other medium with 
the matic, the automatic slide projector that 

ruhs continuously, day and night, with no oper- 
' ator needa. 

The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28" T V. It holds 80 slides (2” x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 

tra shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. _ 

For rental or purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. 
1216 CHICAGO AVE. © DAVIS 8-7070 © EVANSTON, iLt. 


THE SWISS HAVE 
A WAY 
WITH FLONG 


need 


From far-off Switzerland comes the flong for Rapid 
newspaper mats. Made exclusively to Rapid’s specifica- 
tions with the precision for which the Swiss are famed, 
our imported flong is the finest obtainable anywhere. 
Quality control at every step assures the exact thick- 
ness, tensile strength and impression plasticity that es — 
enable Rapid to deliver a full measure of quality repro- 2 ‘a 

duction in each of four types of mats: 


1) Rapid Plastic Magazine Mat with exclusive plastic 
coating for finest halftone and color reproduction. 

2) Rapid DeLuxe R.O.P. Color Mat for finest newspaper 
color reproduction. 

3) Rapid Super Mat for general newspaper advertising. 

4) Rapid Ad Mat of Super Mat quality but of lighter 
weight flong. 


All four are molded and baked under direct pressure to 
retain their size with no loss due to shrinkage. 


Whenever you use mats for the reproduction of news- 
paper advertisements, specify Rapid. That’s the way to 
protect your investment in original art, photo-engrav- 
ings and advertising space. 


Write the nearest Rapid office for samples of Rapid mats 
THE RAPID ELECTROTYPE COMPANY 


Swiss flong quality is controlled by 
9 separate tests during processing. 
Here wet sheets are weighed. 


Tensile strength tests assure the - 
rigidity and durability of the finished 
mat in the newspaper plant. 


PHILADELPHIA SAN FRANCISCO 


for quality reproduction 
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SUPERDUPER—Even jaded commuters in New York’s Grand Central 
station are stopped by this giant Eastman display which shows its 
new “Norby” family, watching itself on tv. 


with his finished pictures. Color 
film sent to Rochester for devel- 
opment also came back with a 
program insert. 

Eastman’s myriad publications, 
which go to customers who buy all 
kinds of still and motion picture 
supplies from the company, gave 
headline play to the show. 

To whip up dealer excitement 
for the telecast, Eastman took the 
show on the road before bringing it 
to tv. Dealers in 40 major cities 
were special guests at “premiere” 
showings of the program; top ex- 
ecutives of the company were on 
hand to welcome them. 


ws Stores were deluged with dis- 
play materials. Their merchandis- 
ing kit contained streamers, price 
cards, newspaper mats and other 
displays. A monthly “Norby” bul- 
letin informs them what products 


STORE IMPACT—This Lexington Ave. 
Kodak store in New York has a full 
window promoting the new East- 
man tv show, “Norby.” The com- 
pany is making use of similar sup- 
port in its stores across the country. 


are being featured each week on 
the show. There are display pieces 
showing David Wayne with every 
camera made by Eastman. 

One of the most striking window 
displays is a replica of a tv set, in- 
to which cardboard slides can be 
inserted each week to give point 
of sale backing to the product fea- 
tured in the “Norby” commercial. 
J. Walter Thompson Co. is han- 
dling both the promotion and the 
show for Eastman. 

So far there have been newspa- 
per tune-in ads in all the cities in 
which the show is carried—more 
than 60 at the moment. 


WBKB to Climax Power Boost 
as Part of ABC Increase 


WBKB, Chicago ABC tv station, 
will cap its drive to achieve maxi- 
mum transmitting power Feb. 7 
with the installation of an addi- 
tional 50,000-watt transmitter that 
will enable the station to raise 
its power to 316,000 watts. 

The four other o-and-o stations 
of American Broadcasting Co. 
also will increase their power 
early in February to the maximum 
authorized by the Federal Com- 
munications Commission. They 
are WABC-TV, New York; KABC- 
TV, Los Angeles; KGO-TV, San 
Francisco, and WXYZ, Detroit. 
ABC-TV will be the first net- 
work to provide maximum power 
for all its stations. 
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NBP Confers 
‘Silver Quill’ 
Award on Hoover 


WASHINGTON, Feb. 1—With 
nearly 1,000 business paper pub- 
lishers and their guests looking on, 
at a glittering “State of the Nation” 
dinner, Vice-President Richard 
Nixon Saturday evening presented 
the National Business Publications 
annual “Silver Quill Award” to 
former President Herbert Hoover. 

The award was in recognition of 
Mr. Hoover’s “distinguished serv- 
ice to business and industry” 
through leadership of the Hoover 
Commission on Government Re- 
organization. However, NBP also 
observed it was recognizing many 
years of service which Mr. Hoover 
gave to the business press—as 
Secretary of Commerce and as 
President—when he was instru- 
mental in organizing regular con- 
ferences between government offi- 
cials and representatives of the 
business press. 

Before the presentation, a series 
of distinguished government and 
industrial leaders gave three- 
minute reports on the outlook for 
1955, part of the traditional pro- 
gram of the Silver Quill Award 
dinner. The reports covered a 
galaxy of topics, from postal rates 
(by Postmaster General Arthur 
Summerfield) to a prediction that, 
“within our lifetime,’ man will 
have the technical equipment to 
fly to the moon (by John Jay Hop- 
kins, General Dynamics Corp., 
builder of the Navy’s atomic sub- 
marine). 


®" Mr. Summerfield used his three 
minutes to argue for an increase in 
the rate on 3¢ letters. He contended 
that the Post Office Department is 
being forced to pay postwar costs 
while collecting prewar prices. At- 
torney General Brownell outlined 
the merger problem, pointing out 
that each merger is an individual 
event, which must be judged on the 
basis of its own special facts. 
Agriculture Secretary Ezra Taft 
Benson reported progress in reduc- 
ing the volume of farm surpluses, 
and Interior Secretary Douglas 
McKay argued that the adminis- 
tration’s local-participation power 
development program would re- 
duce costs to the taxpayer. 

Adm. Arthur W. Radford, chair- 
man of the Joint Chiefs of Staff, 
and Harold Stassen, Administrator 
of Foreign Operations Administra- 
tion, stressed the need for contin- 
ued aid to strengthen friendly na- 
tions in the Far East. Adm. Lewis 
Strauss, chairman of the Atomic 
Energy Commission, predicted 
atomic power plants will be on a 
competitive basis, optimistically, 
by the early 1960s, but more prob- 
ably by the middle or late 1960s. 


# Cc. M. White, president of Re- 
public Steel Corp., and Adm. Ben 
Morell, chairman of Jones & 
Laughlin Steel Corp., predicted a 
busy year in 1955 but were confi- 
dent the steel industry would meet 
demand. Col. W. F. Rockwell, 
chairman of Rockwell Mfg. Co., 
saw a more competitive year, 
“because foreign competitors, aided 
by low tariffs, will flood our mar- 
kets with ‘their surplus low wage 
products.” 

Among the other leaders of in- 
dustry participating was Herbert 
A. Kent, chairman of the board, 
P. Lorillard Co., who exclaimed, 
“The tobacco industry has never 
and will never attempt to balance 
the people’s health against dollar 
sales. But an industry which 
affects, directly or indirectly, the 
economic welfare of millions of 
people, cannot just write itself off 
because a handful of men think— 
on the basis of incomplete, incon- 


clusive statistics—that it should.” 

As winner of last year’s award, 
Vice-President Nixon was chair- 
man of the judges. Harvey Conover, 
president, Conover-Mast Publish- 
ing Co. and chairman of the NBP 
board, was master of ceremonies. 
In making the presentation, the 
Vice-President stated simply that 
the award was being made to a 
man “who has lived to see the 
judgment of history.on his own 
work.” 


Mr. Hoover spoke briefly of the 
work now being completed by the 
second Hoover Commission and of 
the need for continuing attention 
to the growth of government. Ex- 
pressing his optimism about the 
future, he said: “Increased pro- 
ductivity has enabled us to carry 
the burden [of war and bigger 
government], with all its taxes, 
and at the same time maintain the 
standard of living we had before 
we entered the forests of trouble.” 


WATV Offers Programs 
for Italian Audience 

WATV, Newark, N.J., is now 
offering two and one-half hours 
of Italian programming daily. The 
Italian fare starts at 9:30 a.m., 
EST, with a feature film; this is 
followed by. two live variety shows 
and a dramatic program. 

One of the variety telecasts, 
a 15-minute daily which stars Aldo 
Aldi, is being sponsored by S.A. 


Schonbrunn & Co. to advertise its 
Medaglia d’Oro demi-tasse coffee. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGFLES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


AKRON, O. 

The Akron Typesetting Co. 
ALBANY, N. Y. 

Composition Service Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 
BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 
Service 

CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
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DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 
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The Thomas P. Henry Co. 
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George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
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The J. W. Ford Company 
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Arrow Press 
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A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
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Kurt H. Volk, Inc. 
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Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 


WE CALL IT 


Many times in the course of a year many firms 

are confronted with the perplexing problem 

of type style on a given series of advertisements 

or printed work. Here is especially where a member 

of the Advertising Typographers Association of America 
can render you an expert service. With his complete 
type knowledge, layout interpretation, proper 

use of space and fine balance, his experience, taste 

and mechanical knowledge makes a change in type style 
or a new type-style an easily accomplished fact. 


Every day some ATA member is working out just 
this kind of a problem for someone. And he appreciates 
knowing the basic constructive reasons to be accomplished 
in the layout and with just a plain “‘talk-it-over’’ he 
has the information he needs to go right to work 
and give you the advantage of all he has to offer. 


This kind of work receives his skillful attention 
in type selection, spacing, and craftsmanship. 
And he usually comes up with constructive suggestions 
that you will be glad to get. Even the most experienced 
men find that this procedure works out wonderfully 
well for them and for the finished appearance 
of good advertisements and printed work. 


It will pay you many times over to take advantage 
of this ‘‘extra’’ that an ATA member can give 
you and wants to give you. Why not pick up your phone, 
invite him over and use him on this kind of work. 
He'll do it cheerfully and happily. You'll like it! 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY * GLENN C, COMPTON, Executive Secretary 
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: unit sales...sales per square foot-_ 


Here is the most penetrating study ever conducted 
of super market sales and margins...now completed 


after months of exhaustive research. 


The information produced by this mammoth study is based on 
nearly $3 million in retail sales, and thus presents not a short 
term picture, but a broad analysis of tens of thousands of con- 
sumer purchases over a full quarter of a year. 


The Foodtown Study was conducted by the editors of Progressive 
Grocer to give our super market and superette readers a long-needed, 
factual guide to competitive, yet profitable, pricing — one of the most 
perplexing problems they face today. And, in addition, this study will 
provide manufacturers of food store products with a vast fund of 
powerful sales information and ammunition. Here, for example, are 
some of the questions the Foodtown Study will answer for you: 


How many items in your product’s category do super markets stock? 
How many cases and packages are sold each week? 
What is the total dollar sales per week in your product group? 


What per cent of total store unit sales and dollar sales does your 
product group contribute? 


profit is realized on products like yours? 
How does this compare with gross profit on other product groups? 


How much does your type of product contribute to overall store 
gross profit? 

@ What is the unit and dollar sales per square foot per week in 
your product category? 


What per cent gross 


There are many, many ways in which you 
ean use Foodtown Study information te 
develop a strong selling story to big volume 
food store operators. For example — 


af your product shows high dollar gross profit 


The strongest selling point for any product group is a high dollar profit. 
You can dramatize this story to retailers by comparing gross profit realized 


on your product group with other product groups in the store or in the 
department. 


If your product has high unit sales 
Many dealers display and advertise the products that move fastest no 
matter what the profit is, because they consider these to be “leaders” 
. items that customers want most and are consequently traffic builders. 
Manufacturers of products with high unit sales could profitably promote 
this idea to large volume stores. 


if your product has high sales, profit per square 

foot—With shelf space at a premium, dealers are always interested in 

those products thet yield high returns per square foot of space occupied. 

You can use Foodtown information to help dealers determine the proper 
space allocation for your product. 


If your product contributes a high per cent of 
total store sales — Use this fact to promote more shelf space 
or larger quantity orders of your product. 


if your product has slow turnover — but high 
profit—Youwl be able -to use Foodtown information to show dealers 
how your product’s margin compares with other product groups that may 

now be getting greater merchandising emphasis. 
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N EVER WAS THERE a more opportune time to present your 
product story to your retailers. Right now, tens of thousands 
of leading super market and superette operators throughout the 
country are reading about the Foodtown Study and comparing 
its findings with their own operations. The first article, in the 
January issue of Progressive Grocer, deals with margins used 
in each of 323 product groups, and reveals the per cent of 
total store sales done by each group. The second article, in our 


February issue, reports the number of units (packages, cans, jars, 


etc.) of each product group sold per week, reduced to $10,000 
total store weekly volume. Among the articles that will be pre- 


sented in subsequent issues are: 


V suggested stock arrangement plan and allocation 
of floor and shelf space to product group. 


V Product group sales and gross profit per square foot. 


V Number of items in each product group that sell 
less than one case, one to five cases, five cases 
and over per store per week based on $10,000 
total store sales. 


FOODTOWN, — 


west oT sTREET 


€: 10 
CE LENELAND 13. on 


Because THESE ARTICLES will provide super market and 
superette operators with a clearer understanding of modern 
food store operation and serve as a guide to better buying, to 
sales-building stock arrangement, to the elimination of stock 
“outs,” to better promotion and to better balanced inventories, 
we believe that the Foodtown Study will create a ground 
swell of activity in the nation’s large volume food stores. 
Evidence of the overwhelming interest in this type of material 
is the fact that retailers ordered and paid for over 70,000 
reprints of a smaller, similar study conducted by Progressive 


Grocer four years ago. 


The tremendous importance of the Foodtown Study to 
retailers is clearly indicated in this letter to Bob Mueller, 
Editor of Progressive Grocer, from Julie Kravitz, President of 
Foodtown, Inc., where the study was made, in which he says, 
“This report should be studied by every food store operator 


in America.” 


And we might aptly add, “... by every manufacturer of 


food store products as well.” 


“A Study for Every Food Store 

Operator in America,” 
says JULIE KRAVITZ, President of Foodtown, 

__ Ask your Progressive Grocer Man 
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‘Age of Jerk’ 
Not TV's Fault, 
Says Max Wylie 


New York, Feb. 3—Max Wylie’s 
new book, “Clear Channels” 
(Funk & Wagnalls, $4.75), is a 
critique of television’s critics. 

The author, who has worked as 
a network producer, agency pro- 
gram creator and radio-tv writer, 
maintains that almost anybody, 
from an unknown housewife to a 
famed educator, can sound off 
about the evils of television—par- 
roting the same lines once used 
in commenting on radio—and get 
a hearing. 

His book, by and large, is a de- 
fense of tv and what it is trying 
to do, but it is, in many respects, 
a negative one, since Mr. Wylie 
is himself a critic, and he doesn’t 
hesitate to make his likes and dis- 
likes known. 

He hasn’t, for example, much 
respect for the audience to be 
served. “We are living in the age 
of the jerk. But what of it? We 
have always been living in the age 
of the jerk. Most people have been 
‘tasteless slobs’ since their ante- 
diluvian beginnings. They don’t 
mind it. They don’t even know it. 
They think other people are jerks. 


= “I see very little to get excited 
about regarding the quality of our 
enthusiasms. It isn’t television’s 
doing that Liberace has been 
apotheosized. These are your en- 
thusiasms.” 

Now editor of “Omnibus,” Mr. 
Wylie has tremendous admiration 
for the tearjerk giveaway, “Strike 
It Rich,” for which he was agency 
supervisor while working for Wil- 
liam Esty Co. He defends the show 
in several chapters. 

“I call it honest and I call it 
great,” he says. “And I have a 
feeling of personal responsibility 
toward it, for although I had 
nothing at all to do with its radio 
version, I had a great deal to do 
with its conversion to tv, and I 
was enthusiastically ridiculed for 
many months for insisting it was 
not ‘static.’” 

He doesn’t think much of pub- 
licist Edward L. Bernays’ “hack- 
neyed” sniping at television, nor, 
apparently, of Mr. Bernays’ other 
activities. 
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broadcasting exclusively 
to 1,466,618 Negroes— 
never reached before. 
Top Hooper and Pulse 
rated Station in the Mem- 
phis Marketi 


Write new for 
“Golden Market” Survey, 
W DIA, Memphis 


Represented by 
JOHN E. PEARSON CO. 
DORA-CLAYTON ACENCY, 
SOUTHEAST 
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‘two plays, 


Mr. Wylie, 
two novels and two 
textbooks on radio and tv writing, 
approves of Tennessee’s Sen. Estes 
Kefauver and his handling of the 
telecasts of his crime hearings. He 
thinks baseball has itself and not 
tv to blame for its declining gate. 
As two partial cures he suggests 
that the game be speeded up and 
that players be left with a club 
long enough to pick up a following 
among the fans. 


who has _ written | 


Mr. Wylie, who complains that 


many self-appointed tv _ critics 
make broad statements on the ba- 
sis of insufficient information, 
makes a few rather wide ones of 
his Own. On the subject of what 
television has done to reading: “It 
is possible that television is an 
enemy of reading, but in several 
years of patient poking about at 
this problem, I cannot unearth 
much that looks like it. Right here, 
for example, on the question of the 
sale of books and the falling-off of 
sales, we find. the figure to be so 


small as to have no measurable 
significance. 

“And we find that the reading 
of books, as contrasted with the 
sale of books, is so lively and so 
much on the increase that it is 
overcompensating for the loss in 
books bought, at least as far as 
cultural intake is concerned.” 


® In his chapter on television 
and cigarets, Mr. Wylie asserts: 
“Television’s position in this situa- 


tion is a moral one. It cannot pre- 
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tend complete impartiality in the 
face of ever-increasing medical 
evidence that some connection may 
exist between tobacco smoking and 
lung cancer, and simultaneously 
permit itself to be used as a means 
by which the public is exhorted to 
relax its fears and smoke more and 
more. On the other hand, it ob- 
viously cannot afford to take the 
position of deciding who it will 
serve as an ad medium and who it 
will discriminate against on such 


intangible grounds.” 
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Pan Am Increases 
Newspaper Linage 10% 

Pan American World Airways, 
New York, is increasing its news- 
paper advertising by 10% this year, 
and will run nearly 1,000,000 lines 
of copy in 55 newspapers. Most of 
the ads will be 600 lines, supported 
by a number of 1,000-line display 
ads. A total of 65 foreign language 
papers will also be used. 

The airline will continue alter- 
nate-week sponsorship of “Meet 
the Press” on NBC-TV, and will 


remain in magazines; Newsweek 
has been added to the list. J. 
Walter Thompson Co. is the 
agency. 


ABC-TV Shifts Stations 

ABC-TV is switching affiliates 
in two major markets. Effective 
March 1 KLOR will replace KOIN- 
TV and KPTV as the network’s 
Portland, Ore., outlet. A day later 
WEWS, Cleveland, goes on the 
ABC-TV station list, replacing 
WXEL. 


Curtis’ Dingwell 
Heads Joint Efforts 


WASHINGTON, Feb. 1—Herbert A. 
Dingwell, veteran Curtis Publish- 
ing Co. advertising executive, has 
been brought into the U. S. Infor- 
mation Agency to stimulate private 
participation, including advertiser 
support of the overseas informa- 
tion program. 


Mr. Dingwell will be chief of the 


Office of Private Cooperation. 


John Begg, who was acting chief, 
will continue as Mr. Dingwell’s 


of Information Office <pty. 


Office of Private Cooperation 
works with businesses, private 
agencies, civic groups and others 
on such projects as magazine col- 
lections, letter writing, exhibits 
and advertising, mail inserts, press, 
radio and library exchanges, tourist 
orientation and: community music- 
al salutes. 


a eee 


29 


A veteran of 40 years in pub- 
lishing and advertising, Mr. Ding- 
well has been with Curtis as an 
advertising sales executive in New 
York since 1928. Previously he was 
with Conde Nast and the Priscilla 
Publishing Co. 


® Robert S. Kieve, who has served 
on the White House staff during 
the past two years, has been ap- 
pointed special assistant to the di- 
rector, U. S. Information Service. 
From 1950 to 1952, he was with 


CBS, engaged in writing and pro- 
ducing tv promotional material. 


—— 


Crighton Takes Leave from 
‘Auto News’; Wemhoff Elected 

Barbara B. Crighton, business 
manager of Automotive News, De- 
troit, is taking an extended leave 
of absence because of illness. In 
her absence, Richard Webber has 
been named acting business man- 
ager. Mr. Webber has been Mich- 
igan advertising manager of the 
publication for several years. 

Pete Wemhoff, editor of Auto- 
motive News for the past 11 years, 
has been elected a v.p. of Slocum 
Publishing Co., and will supervise 
all operations. 
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KDKA FIRST AGAIN 


Of the Total 496 Quarter 
Hours Weekly, KDKA 
First in 415, Tied in 25! 


PULSE !! 
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TEN TOP DAYTIME SHOWS 

TEN TOP EVENING SHOWS 

TEN TOP WEEKEND DAYTIME 
SHOWS 


Proof again—KDKA owns the big 15- 
county Pittsburgh market. Top shows, top 
power, top audience—you get them all only 
with KDKA. That means only KDKA 
advertisers make the most of this rich 
15-county area. 
The reason is that, in addition to power, 
KDKA has the talent, KDKA has the pro- 
grams that win audiences and get action 
for advertisers. 
If you want this top-audience action, 
look at the quarter-hour picture and see | 
Campbell, WBC National Sales Man- | how KDKA gets it for you all around the | 
ager, PLaza 1-2700, New York. clock. | 
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FINE PHOTOENGRAVINGS 
WESTINGHOUSE BROADCASTING COMPANY, INC. 


q i FOR 20 YEARS 
549 SOUTH CLARK STREET 
KDKA*KDKA-TV, Pittsburgh; WBZW+BZA* WBZ-TV, Boston; KYW*eWPTZ, DWABASH 2-6284 
Philadelphia; WOwWO, Fort Wayne; Kex, Portland; kPix, San Francisco 4 5 
KPIX represented by Tue Katz AGENCY, INC.; 


All other WBC stations represented by Free & Peters, INc. q ar. 


Pick practically any time, any day 
of the week and reach far more of the 
Pittsburgh market’s 893,800 families, 
get a bigger share of its three and a 
quarter billion dollars in retail sales. 

And that’s only part of the story. 
50,000-watt KDKA sells strong in 108 
counties where over eight million 


h billi 
people spend more than 74 on YOU'LL LOOK MORE 


THAN ONCE eeeat 


every Laurence-made photo- 
engraving. For here is real 
reproduction quality, real 
fidelity to the copy on which 
have been lavished so many 
hours and dollars of pains- 
taking preparation. 


} dollars annually. They spend over 2 
: billion on food, over 1% billion on au- 
a tomotive needs alone. Let KDKA sell 
| o for you. Call John Stilli, KDKA Sales 
Manager, GRant 1-4200 or Eldon 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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‘LOOKING ror NE MARKETS? 


Baking is FIRST among all food processing industries in annual 
payroll and SECOND in value of products. 


= warcst |) 
7 PAID CIRCULATION: “! 
Over 14,000 


23 %e more paid 
Readers than any 
other bakery 
publication 


BAKING INDUSTRY readers do 92% of the business in 
this growing 5 billion dollar industry 


e 


Bakers 
Helper 


SINCE 1887 


105 West ‘Adam: 


CLISSOLD BUSINESSPAPERS: THE CANNER « BAKING INDUSTRY « HOSPITAL MANAGEMENT 


Who's Knee? They 


Ditty in Erie, Pa. 


ErtzE, Pa., Feb. 1—Add this one 
to the bulging file labeled “hit 
commercials.” It’s a jingle, sung 
by Bernie Knee. 

Last fall “Texas Jim” Hurley, 
who conducts a program of re- 
corded music on WIKK here, wrote 
to Bryan Houston Inc., agency for 
Nescafe: 

“You will be pleased to know 
that one of your commercial jin- 
gles is almost the No. 1 popular 
song here in Erie. I have actually 
been receiving requests to play 
your western Nescafe jingle. . .This 
is most unusual and is the first 
time in over five years of radio 
that I have received requests from 
listeners to play a commercial. 

“It has reached such a stage that 
now I am running a contest for my 


Love His Commercial 


Advertising Age, February 7, 1955 


listeners as to the identity of the 
western singer on the jingle. And 
a couple of local theaters have 
promised free tickets to anyone 
correctly identifying the singer. 

“So that’s my problem. Please 
tell me the name of the singer who 
recorded that jingle for you so I 
can end the contest.” 


® Jules Bundgus, radio-tv direc- 
tor of Bryan Houston, contacted 
Goldswan Productions, producer 
of the catchy commercial, to find 
out the name of the singer. At this 
point Goldswan moved in to hy- 
po the promotion. 

Goldswan also drew RCA Vic- 
tor Label X into the act. Bernie 
Knee, the “mystery” vocalist on the 
Nescafe jingle, records for RCA, as 
a member of the Smith Bros. quar- 
tet. 

The recording company sent to 
“Texas Jim,” in Erie, Pa., all the 
group’s records, for teaser playings 
to build up the contest. Label X 
contributed 12 albums to the jack- 


GETTING 
PERSONAL 


gets results 
IN THE RURAL SOUTHWEST 


Remember the day when you first realized just how “‘per- 
sonal” a Valentine could be? You got it just for her! And 
she knew it, because, on the inside, you had scribbled your 
own personal feelings toward the young lady! 


for Oklahoma readers. . 


In the same fashion, the Farmer-Stockman pleases its 
readers by giving them an unusual amount of personal 
attention throughout each issue. 


For several years now, there have been separate editors 
for the Oklahoma Edition of the Farmer-Stockman and 
for the Texas Edition of the Farmer-Stockman. 


418,269 
SUBSCRIBER FAMILIES 


Texas ...... ...234,466 
Oklahoma .......... 119,657 
Kansas ..... 25,873 
Arkansas . 24,372 
New Mexico .. 4,347 
Missouri ........ 3,716 OKLAHOMA CITY, 
Other States 5,838 
TOTAL ... ...418,269 


Owned ond Operated 


Each year, more and more material is written especially 
. and for Texas readers. During 
1954—40% of the pages were rewritten specifically for the 
Texas Edition of the Farmer-Stockman . . 
the Oklahoma Edition of the Farmer-Stockman. 


. and 40% for 


And because no other farm publication maintains its own 
permanent offices and staff in both Oklahoma and Texas 

. only the Farmer-Stockman can get so close to the 
hearts of its readers. More and more local and national 
advertisers are discovering this! 


Serving the Rural Southwest for 43 Years 


the Farmer-Stockman 


OKLAHOMA @ DALLAS, 


TEXAS 


by The Oklahoma Publishing Company * The Daily Oklahoman, Oklahoma City Times * WKY and WKY-TV © Represented by THE KATZ AGENCY, INC. 


pot of contest prizes. Bryan Hous- 
ton provided a case of Nescafe. 

The promotion moved into high 
gear with the help of other disc 
jockeys in Erie, Nescafe salesmen, 
department stores, theaters and 
night clubs. By December, when 
the contest ended, there were so 
many winners that the prizes had 
to be divided. 

To top off the promotion Gold- 
swan arranged a series of personal 
appearances for Bernie Knee and 
the Smith Bros. in Erie. 


Overseas Ad Volume 
Brings Big Returns, 
House Group Is Told 


WASHINGTON, Feb. 1—The In- 
ternational Advertising Assn. (for- 
'merly the Export Advertising 
|Assn.) told the House ways and 
means committee last week that 
U. S. business is investing approx- 
imately $300,000,000 in advertising 
and promotion in foreign markets 
annually. In another 10 years, the 
organization said, it will be spend- 
ing at least $500,000,000 to sell 
more than $20 billion of products 
outside of North America. 

The estimates were included in 
a special presentation supporting 
| President Eisenhower’s program 
for a gradual reduction in tariffs 
over a three-year period. 
| Jere Patterson, president of the 
association, told the committee: 
\“The sum total of the impact of 
| this business voice of America 
around the world is many times 
greater than its U. S. government- 
sponsored equivalent.” 


a He said more than $100,000,000 
are now spent annually by U. S. 
businesses in overseas newspapers, 
and roughly $25,000,000 are in- 
vested in foreign magazines and 
trade journals. He estimated that 
more than $50,000,000 of carefully 
planned U. S. international com- 
mercial radio and television pro- 
 greniee reach millions of listeners 
/on every continent. He pointed out 
that circulation of international 
magazines now exceeds 10,000,- 
000, while export business pub- 
|lications reach another 700,000. 
More than $25,000,000 were in- 
vested in these publications to 
reach overseas customers in 1954. 


Albright Gets Dura-Flash 
Dura-Flash Bulbs division of 
Dura Electric Lamp Co., Newark, 
has named Albright Associates, 
New York, to handle its advertis- 
ing. The account formerly was 


handled by Raymond Advertising, 
Newark. 


Wade Nichols Named V.P. 
Wade H. Nichols Jr., editor and 
associate publisher of Redbook and 
_Bluebook, New York, has been 
‘named a v.p. of McCall Corp., 
which publishes the magazines. 
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If you listen to people talking about TV commercials 
sometimes you wonder why they haven’t chopped 
their sets up before this. They’re that mad. 


But if you watch the products that those people 
buy, you realize that there are a lot of TV commer- 
cials that don’t make people mad—that do a great 
selling job. 


Funny thing is, it doesn’t cost the advertiser a bit 
more for the best television commercials than it 
does for the worst. 


YOUNG & RUBICAM, INC. 


ADVERTISING - New York + Chicago + Detroit - San Francisco 
Los Angeles - Hollywood + Montreal + Toronto » Mexico City + London 


ees Mea ie heer cae iat eH. bai yt (ra Agee is Te et he Weta Se ik Pipes ae: aL. gine ; ai , ay : 
S haat 4 : ; i ; ah , x Cae + ¥ ae $i . Fig fee Laas ep ORR abe Geet ete se 3 fh > ae are feo BS. Da Tao, Wee) Ve = i os ora pecee Sab ee ‘SS LEGS eR: Ne aise pS oa J Aes ie & : ‘ re 
¥ 7 ee 3 oll i ae ry Saige Mee aR Pe aks e ras f4 a Ge a a pe y jibes ae Ae : i Sa gee an AS NG “if ( Be ‘ ui ioe ae o te eS : alg gre ; £ ee ‘ a te 8 ; isa ‘ i wh ae chee es os ae 
, OE , 
7! 32 
q «* 
© 
\ | | 2 
r meni! 
he to g 
H 3 vers: 
‘ deci 
form 
| : So 
ers 
) stud: 
r i inter 
j ques 
ii (CS; a sex, 
: fT » Ve. yi to re 
’ oe oid <é aera 
| YY ’ Qe ei Pa ber « 
a ( a m) 2 arets 
| ae | a3 < smok 
oh ‘ j oo ca on 
‘ om a es ag Th 
i a) a &, i 4 is pi 
P er As mm iad 
. Po a ) : — 
. ia oi i e a To Fat ea 
1 5 a bY; |)  — Sub: 
Wi Bs : on : Cai 
, 5 ¢ 9 \. a _ 
| 3 ' N Se Po a se 
if Ge sugg 
» f maim Cf ,. 2 
} . a e. ‘ oe OS ee the 
’ a, 64 ‘ak a ; 
sf af) tots Br gives 
: 4 7 < ‘Dp. Most 
. i @; 4 7? J ra oe = 
i 3 — sadiiies 
| GG Od iam x 
| 4 a eae betw 
ee 
& as © N an = 
c O Pi Mes. if th 
. 3 = — Th 
& BOS” > Vad i... nt 
} a * i eee 
mm vy 6 } & ae ee oy 
#8 4 ea a a 
: r BORA Be 
mo, © eo 2 nf 
mM 99 > OF iss 
By me : lO! ee to p 
i | o\~ Bo" 3 0 ody , ron 
-) ay ¢ es rae ae oe ee 
e dl a : 9 09; — s a 5 e ae and 
q ai Jo sins mi és 3 savir 
: ts an Lo) uae, eo @ iy ai: This 
; . , oo” i oe : — zz fort 
) s ial se phn ot ; ec a fe ik. : , , y a Ms ‘ rock 
id i ot. a , Sf Be gig : 
Coa om an z 1 & oo ficul 
"ges Satie a bs Wisse ae ‘ (as y By a, Sedge.” 
op c Sica - 7 SY Sees... 
| 7 <> Lae oe a, 3) = = 
. : a Q ) 
Wj / an - 
, if 
} ; 
i 2 
+ i 
] f 
j ; { 
| ee ee 
(] 
ee 
ana, © Ag =e Ales wat sPhose i Lae. ‘ 1 a a =e at 4 i ike 5 4 rah iP cet e's, ae! x eS a et ey a =o, ; ay + . ’ ' . P i i v % : / 
fee yet ep dit Be Seared Sis Kent foe ea RS ee ga ew a ge ee ey Se Sila k CesT Nabags? ee RS Ba Ot ag Sat re CNRS atta bos Saas at eae Sino Spee eg ae 
>. : > > nine : Sa wit wy g #2 ry i “i oF oe bite : fet ~. nd a bs = ae PM mec aris . =f 5 z acd st — ro st ag t = yee ~ “a ‘ ee ue SE See 5 ae oa be ser paola 2 woe -- Hay oie - “ * eee - — & ae . 4 2 “t ae, a Stas HPs : > 7 Pes By we oe ie ; ino : ae oe 5 oath “aed Cad 


a Wale ie at 


32 


This Week in Washington... 


Census Takers Will Quiz Smokers 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Feb. 3—Govern- 


ment researchers who are trying 
to get to the roots of the contro- 
versy over cigaret smoking have 
decided we need some basic in- 
formation about smoking habits. 

So this month, when census tak- 
ers make their regular sample 
study of the employment situation, 
interviewers will ask some extra 
questions. Tabulated by age and 
sex, these questions are designed 
to reveal such facts as the num- 
ber of smokers, the number of cig- 
arets consumed daily, when the 
smokers started smoking and 
whether they ever tried to stop. 

The National Cancer Institute, 
U. S. Public Health Service, which 
is picking up the tab, will control 
the release of the survey. Best 
available guess is that the results 
will get into print in about four 
months, as a report of the institute. 

. * + 

Subsidy attacked: Postmaster Gen- 
eral Arthur Summerfield, before 
a secret session of the House ap- 
propriations committee this week, 
suggested that Congress reimburse 
the Post Office $10,362,000, to 
make up for ultra-low rates it 
gives certain preferred patrons. 
Mostly he was thinking of the low 
second and third class rates for 
non-profit organizations. The sum 
he asked represents the difference 
between actual revenue and the 
amount these people would pay 
if they paid regular rates. 

This weeding out of subsidies fits 
nicely into the drive for a pay- 
as-you-go Post Office. In the past, 
Congress—and Mr. Summerfield— 
have been impressed with the ar- 
gument that the postal deficit is 
unfairly inflated with subsidies 
which are not properly chargeable 
to patrons. To cut the ground out 
from under this argument, Mr: 
Summerfield has already trans- 
ferred the cost of government mail 
and the airmail subsidy to others, 
saving Post Office $110,000,000. 
This week’s move is a further ef- 
fort to get the “deficit” to a bed- 
rock figure which will be more dif- 
ficult to challenge. 

> . - 
What is fair trade? Since cease 


fires are the order of the day, how 
about a truce in the battle between 
Federal Trade Commission and the 
Justice Department over the mean- 
ing of the McGuire Fair Trade 
Law? 

This law legalizes price fixing 
agreements between suppliers and 
retailers. But it prohibits agree- 
ments between retailers. 

The rub comes when a manu- 
facturer also operates retail stores. 
FTC says he can continue to fair 
trade. Justice says he forfeits his 
fair trade right because the result 
would be a price fixing deal be- 
tween retailers. 

The contest is far from academ- 
ic. A few weeks ago, Eastman Ko- 
dak was forced by the Justice De- 
partment to enter into a consent 
order yielding its right to fair 
trade color film sold through its 
own stores in competition with in- 
dependents. Yet in a matter of 
days, FTC issued a decision wash- 
ing out a complaint which con- 
tended Eastman should not be per- 
mitted to fair trade photo products 
marketed by both Eastman stores 
and independents. 

Any assumption that the conflict 
is explainable was ripped away 
last week by Judge Stanley Barnes, 
chief of the Justice Department’s 
anti-trust division. He says flatly 
that Justice simply does not agree 
with FTC’s interpretation of the 
law. 

. . © 


No newsprint poaching: Rep. 
Percy Priest (D., Tenn.), chairman 
of the House interstate commerce 
committee, is making sure that 
newsprint problems—if any—go to 
his committee for handling. The 
newsprint situation is as quiet as 
it ever has been in recent years, 
but he has introduced a resolution 
authorizing the committee to con- 
duct an investigation. At the mo- 
ment, nothing is planned. But by 
staking out newsprint as the con- 
cern of interstate commerce com- 
mittee, he hopes to scare off oth- 
ers—particularly the House judic- 
iary committee—from straying on- 
to the reservation. Interstate’s con- 
cern with newsprint dates back to 
early in World War II. A news- 
print probe was also authorized in 


Peters 
Griffin 
CONTRACT DAY—This cheery group 


Campbell 
Lund 


was photographed as the contract 


was signed making Free & Peters national sales representative for 


WDTV (soon to become KDKA 


-TV), Pittsburgh, which recently 


was added to Westinghouse Broadcasting Co. properties. The group 
includes Chris J. Witting, president, and Eldon Campbell, national 
sales manager, Westinghouse Broadcasting; Harold Lund, general 


manager, WDTV, and H. Preston 


Peters, president, and Lloyd Grif- 


fin, tv v.p., Free & Peters. 


the 83rd Congress, but nothing 
happened. 
~ 7 . 

Politics in FTC, FCC? The new 
Democratic majority of the Sen- 
ate interstate commerce commit- 
tee is getting funds for a special 
investigation to determine whether 
the Eisenhower administration ex- 
erts political influence over the 
decisions of the Federal Commun- 
ications Commission, Federal Trade 
Commission and other independent 
agencies. Sen. Warren Magnuson 
(D., Wash.), the committee’s chair- 
man, says he can cite instances, 
“but this isn’t the time.” 


Duitz Studio Moves 

Murray Duitz, New York ad- 
vertising photography studio, has 
moved to new quarters at 4 E. 
44th St., New York. 


ee 
eae 


Dell Comics Will 
Carry ‘Pledge to 


Parents’ After March 


NEw York, Feb. 2—Dell Pub- 
lishing Co. has announced that 
starting in March all its comics 
books will carry a “Pledge to 
Parents.” The avowed aim is to 
counteract the idea that Dell 
comics are “bad” because they are 
not carrying the “seal of approval” 
of the Comics Magazine Assn. 

The association, which Dell has 
refused to join, was formed by 
comics book publishers to “police” 
publication of horror, crime and 
sex comics following much un- 
favorable publicity. All action by 
publishers adhering to the code 
formulated by the group is 
voluntary. Former Judge Charles 
Murphy is the code’s administra- 
tor. 

Dell, one of the largest comics 
book publishers, has refused to 
join on the grounds that its own 
“code” is much stricter than the 
group’s. One of the points that 
George T. Delacorte Jr., president 
of Dell, has made is that Dell elim- 
inates many “objectionable” books 
which the association’s code only 
“regulates.” If the association will 
adopt a code as strict as Dell’s, Mr. 
Delacorte says, Dell would be 
happy to join the group. 


® At the same time, Mr. Delacorte. 
in a release, does not spare praise 
for the group’s efforts. However, 
he points out that several years ago 
he headed a similar organization 
with similar aims, but resigned 
after he found he could not en- 
force a “cleanup” code on the 
grounds that other publishers 
would use Dell comics as an “um- 
brella.” He admits Judge Murphy 
may do a better enforcement job. 
The Dell “Pledge to Parents” 
reads: “The Dell trademark is, 
and always has been, a positive 
guarantee that the comic magazine 
bearing it contains only clean 
and wholesome juvenile enter- 
tainment. The Dell code elim- 
inates entirely rather than reg- 
ulates objectionable material. 
That’s why when your child buys 
a Dell comic you can be sure it 
contains only good fun. ‘Dell 
comics are good comics’ is our 
credo and our constant goal.” 


Advertising Age, February 7, 1955 
Scandinavian Air 
Line Tries Music to 
Sell European Trips 


(Picture on Page 52) 

New York, Feb. 1—Scandina- 
vian Airlines System is using mu- 
sic, in addition to the conventional 
colorful travel folders, to entice 
Americans to take a trip to Eur- 
ope. 

The music is of a special sort, 
made to order for the airline by 
Columbia Transcriptions, the com- 
mercial division of Columbia Rec- 
ords. It is a melodic travelogue 
called “European Holiday.” 

Recorded on a 10” LP disc, the 
14-minute musical takes an imagi- 
nary American couple through an 
extensive tour of the most fasci- 
nating spots in Europe, beginning 
with their first visit to a travel 
agent. Jill Corey sings the role of 
the American housewife. The op- 
posite side of the record, which 
has no direct selling for the air- 
line, includes three Scandinavian 
symphonic works. Columbia’s 
Mitch Miller produced the “musi- 
cal.” 


® “European Holiday” will be 
distributed as part of a king-size 
travel kit containing folders, bro- 
chures, maps and even a blank for 
flight reservations. The project 
will highlight this year’s promo- 
tion for the airline’s extra-city 
trips to Europe. The extra-city trip 
enables the traveler to visit eight 
to 14 cities in Europe for the price 
of the fare to one. Burke Dowling 
Adams Inc., Scandinavian’s agen- 
cy, also featured this “travel bo- 
nus” offer in the company’s non- 
musical advertising campaign last 
year. 

The “European Holiday” is fea- 
tured, in addition, in a four-color 
spread in the February Holiday. 
The ad invites readers to write 
Scandinavian Airlines to get the 
musical travel planner—a “$5.45 
value for only $1.” The kit also 
will be distributed through some 
2,000 travel agencies as well as the 
district sales offices of the airlines. 

Black and white ads will run 
in The New Yorker and newspa- 
per copy will appear in 11 major 
cities. 


KRON Suspends Operations 

KRON, San Francisco fm sta- 
tion operated since July, 1947, by 
the San Francisco Chronicle, has 
suspended operations. A _ station 
spokesman said the action was 
taken because “the energy, effort 
and money expended on KRON 
could be better devoted to other 
broadcasting services of the com- 
pany.” The suspension does not 
affect KRON-TV, affiliated tv 
station. 


Duncan Hines Adds 2 Mixes 

Two new products, Duncan 
Hines angel food cake mix and 
Duncan Hines marble cake mix, 
have been added to the line of 
Duncan Hines mixes manufactured 
by Nebraska Consolidated Mills 
Co., Omaha. After tests in Iowa 
and Nebraska, the two new mixes 
are being introduced in the 32 
midwestern, southern and western 
states where Duncan Hines mixes 
are distributed. 


Bunker Moves to WXIX 

Edmund C. Bunker’ will move 
from KNXT, Columbia Broad- 
casting System o-&-o tv station 
in Los Angeles, to the network’s 
new Milwaukee station, WXIX, 
on Feb. 20. He has been named 
general manager of the u.h-.f. 
outlet. 


Gaynor Promotes Falcon 

Richard D. Falcon, formerly 
copy-contact man and an assist- 
ant account executive, has been 
promoted to account executive at 
Gaynor & Co., New York. 
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to more people every 7 days 


4 “9 “f 
F e 4 


than any other newspaper 


The people of Greater Philadelphia get complete and accurate reporting 
of local news in The Evening and Sunday Bulletin. That’s one of the 


many reasons why, in Greater Philadelphia*, The Bulletin delivers more In Philadelphia nearly everybody - 
copies to more people every seven days than any other newspaper. | 

reads The Bulletin J 
interests of the local community. Because there is so much more of in- 
terest to Philadelphians in The Evening and Sunday Bulletin, Philadel- Advertising Offices: Philadelphia, Filbert and Juniper Streets 


‘ 2 ° New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 
phians get more out of it...and that means advertisers do, too! 
Representatives: Sawyer Ferguson Walker Company in Detroit 


*r4-County A.B.C. City and Retail Trading Zone Atlanta © Los Angeles * San Francisco 


Philadelphians prefer a newspaper that reflects the character, needs and 
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Linage compilations 
as reported by Printers’ Ink 
December 10, 1954 show 
that The Elks Magazine 
has a 

5 percent 
increase in 1954 over 1953. 
This percentage gain Is 
greater than any of the 
leading magazines in the 
fraternal, outdoor or 
men’s groups. 


a 


New York « Detroit * Chicago * Los Angeles 


Tobacco Research Committee 
Raises Fund to $1,000,000 

The Tobacco Industry Research 
Committee has increased to $1,000,- 
000 its fund for independent scien- 
tific research into tobacco use and 
health. The committee last year 
made an initial allocation of $500,- 
000 for research projects and 
pledged additional funds as the 
need developed (AA, June 21). 

Timothy V. Hartnett, committee 
chairman, emphasized that “this 
million dollars is not a ceiling, but 
the minimum support that medical 
and scientific research can expect 
from the committee. Our earlier 
pledge of providing continuing 
support as needed,” he added, “still 
stands.” 


Walker Sheriff Names Three 
Walker B. Sheriff Inc., Chicago 
agency, has appointed Stanley E. 
Weiss production manager, John 
J. Downey copy chief and Brack 
Harriman, a copywriter. Mr. 
Weiss formerly was with Henry 
M. Hempstead Co., Phil Gordon 
Agency and Pabst Brewing Co. 
Mr. Downey, who until recently 
operated an advertising creative 
service, previously was with Ma- 
jestic Radio & Television Corp. 
and the sales division of Chrysler 
Corp. Mr. Harriman, formerly a 
free lance writer, also has been as- 
sociated with McCann-Erickson. 


BofA Boosts Fred Thomson 
Fred Thomson, formerly copy 
chief, has been appointed assistant 
promotion director of the Bureau 
of Advertising, American Newspa- 
per Publishers Assn., New York. 
Previously circulation promotion 
manager of the New York Herald 


Tribune, he joined BofA in 1951. 


DON’T USE KTHS IF YOU SELL A 


Limited Market" 


(Polo Players in Little Rock Only, 


LOUISIANA 


for instance) 


DO USE KTHS ir you seu 
most ot all of Arkansas ! 


= there might be a few people like Reginald, above, 
in Little Rock—but you certainly wouldn’t use KTHS 
to reach them, unless you wanted everybody else, too! 


KTHS is Arkansas’ big advertising medium. It's 50,000 
watts——CBS—is programmed for every element of the 
population in this big State. So everywhere our signal's 
heard, there are listeners—Jofs of listeners—buying 


listeners—more than you can get with any other station 


Oaytime, the Station KTHS primary (0.5MV/M) area 
has a population of 1,002,758. More than 18°, or over 
100,000, do not receive primary daytime service from any 
other radio station. 


in Arkansas. 


KTHS interference-free daytime coverage extends to the 
©.1MV/M contour, except in the southwest quadrant — 


you need to know! 
has a population of 3,372,433. 


50,000 Watts . . . CBS Radio 
Represented by The Branham Co. 
Under Same Management as KWKH, Shreveport 


Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 


Ask The Branham Co. for all the facts. It’s a story of 
power, programming, coverage and results. It’s a story 


KTHS 


BROADCASTING FROM 
LITTLE ROCK, ARKANSAS 


Advertising Age, February 7, 1955 


Getting Personal 


Clifton Blackman, v.p. in charge of public relations of the First 
National Bank, Dallas, will be a publicity instructor at the July 25- 
Aug. 6 sessions of the School of Financial Public Relations at North- 
western University, Evanston, Ill...Varner Paulsen, program direc- 
tor of Philadelphia’s Station WIP, celebrates his 12th year with the 
station in February... 


When the mood strikes him, Robert M. Feemster, chairman of 
the Wall St. Journal’s exec. committee, amazes companions by dash- 
ing off not-bad-at-all pencil sketches of the people he’s lunching or 
meeting with...Major figure in horse circles is Howard Jones, 
exec. v.p. and creative head of Grant Advertising, Chicago, who 
now has 63 thoroughbreds in his string, including 11 which are cur- 
rently racing at Santa Anita... 


PARTING PREXY—Larry Knott (left), ad director of the Chicago Sun- 
Times, acts for membership of the Newspaper Advertising Execu- 
tives Assn. in presenting two candelabra to Don Bernard, ad 
director, Washington Post and Times-Herald, retiring president of 
the NAEA. Mr. Knott was his predecessor as president of the group. 


The ad staff of the Daily Review, Burbank, Cal., threw a surprise 
luncheon Jan. 13 for staffer Rudy Ruddell, in honor of his 75th 
birthday. Rudy was once ad manager of the Indianapolis Star, and 
for many years a member of the Chicago staff of what is now Sco- 
laro, Meeker & Scott. .. 

H. O. Stone, who retired from Pacific National Advertising Agen- 
cy, Seattle, last year, has been named historian of the Advertising 


and Sales Club of Seattle. On Jan. 11 he was presented a life 


membership in the club by Trevor Evans, president of Pacific Na- 
tional, presiding at his first meeting as club president... 

Walther Buchen, head of the Buchen Co., Chicago, and a famous 
big game hunter, whose exploits on African safaris have rivaled 
those of Ernest Hemingway, left Jan. 17 to begin a two months’ 
trip to India, where he expects to hunt tigers. . . 


GUATEMALA GUESTS—Grant Advertising, New York, which handles 

the Guatemala Government Tourist Bureau account, meets the 

client at a luncheon in the presidential palace, Guatemala City. 

Reverse order, right to left in this case, are William Reede, account 

executive; Guatemala President Carlos Castillo Armas; Mrs. Reede, 
and Francisco Montenegro Sierra, bureau director. 


For the second winter, Harvey B. Nelson, who heads his own 
agency in West Caldwell, N. J., has shut up shop Feb. 4-Feb. 18 and 
taken the staff to Chateau Frontenac, Quebec, for a skiing holiday. 
His letter to suppliers says: “In the event you wish to telephone us, 
please do so after 6 p.m. We head for the hills early every morning, 
and since we have enough trouble staying upright on our skis with- 
out any encumbrances, we are not taking along a ‘walkie-talkie’.”. . 

Bill and Clare Wright, husband and wife team of Wright-Camp- 
bell Advertising, Chicago, are on a three-week vacation in Arizona 
and Mexico. .. Additions to two families at Russel M. Seeds Co., Chi- 
cago, are Peter James, new son of Fred Willson, account exec., and 
Linda Lou, daughter cof Dick Trentlage, copywriter... 


Edward D. Clery, general manager of Station WIBG, Philadelphia, 
and Mrs. Clery flew to Laredo, Tex., Feb. 4, to see their son Edward 
D. Jr. receive his jet pilot wings on Feb. 7. Then they’ll go on for an 
extended motor trip through Mexico... 

Bert Shirer, McCann-Erickson v.p., played the role of the proud 
father (and justifiably) when his son, a U. S. foreign service officer, 
told the Chicago Council on Foreign Relations Jan. 28 of his exper- 
iences as a U. S. diplomat in the European satellite countries. . . 
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They Did Something About the Weather 


Nature’s coolant—ice—has been important in refrigeration and air con- 
ditioning since inventive minds decided to “do something” about the 
weather. Today it is supplemented by other types of equipment to pro- 
vide exact temperatures and humidity for comfort and for controlling 
the production of many products. 

Leaders in this major industry recognize Business Week as a perfect 
selling vehicle for this equipment, because it is read by a concentrated 
audience of management men—executives who are alert to new methods 
involving air conditioning that will help to produce more goods, at less 
cost. These men make or influence buying decisions, which explains why 
Business Week carries more air conditioning and refrigeration advertising 
than any other general business or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


These Manufacturers of Air Conditioning and 
Refrigeration Equipment Are Reaching Many of Their 
Major Markets Through Business Week 


Admiral Corp. General Motors Corp. 
Air-Maze Corp. (Frigidaire Div.) 

7 : Green Fuel Economizer Co., Inc. 
American Radiator & Standard (Aerodyne Div.) 


Sanitary Corp. 
(American Blower Corp.) 

Bell Aircraft Corp. 
(American Wheelabrator 
& Equipment Corp.) 


ILG Electric Ventilating Co. 
International Harvester Co. 
Iron Fireman Mfg. Co. 

Joy Manufacturing Co. 
Marley Co., Inc., The 
Modine Mfg. Co. 

Pangborn Corp. 


Buell Engineering Co., Inc. 
Buffalo Forge Co. 
Carrier Corp. 


Philco Corp. 
Clarage Fan Co. Remington Corp. 
Cordley & Hayes Robertson, H. H., Co., The 
Cory Corp. Surface Combustion Corp. 
(Fresh‘nd Aire Co.) Trane Co. 


Crosley Division, Avco 
Manufacturing Corp. 
Ebco Manufacturing Co. 


Typhoon Air Conditioning Co., Inc. 
U. S. Air Conditioning Corp. 
Westinghouse Electric Corp. 


Emerson Radio & Phonograph Corp. (B. F. Sturtevant Div.) 
Frick Co., Inc. Worthington Corp. 
General Electric Co. York Corp. 


Source: Publishers Information Bureau Analysis, 1954 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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Exclusive in the Hospital Field.... Every Ad in Every Issue 


| rated by READEX 


FREE to Advertisers 
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the widely accepted method of 
testing your copy and layout 
technique. 


THE ONLY 
ABC - ABP 
HOSPITAL 
PUBLICATION 


| Circulation in the Field 


Continued Circulation Growth 
shows definite leadership 
among all hospital publica- 
tions. 


Readex also checks on editorial ' 
content for our guidance. 
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BAKING INDUSTRY @ THE CANNER @ HOSPITAL MANAGEMENT 


WRCA-TV Likes Lombardo; 
Airs Him Live and Film 

New Yorkers can see Guy Lom- 
bardo live or film over WRCA-TV, 


|New York, as of Jan. 27. Mr. Lom- 
‘-bardo and his orchestra are pre- 
‘sented live from the Roosevelt 
‘Hotel Friday evenings by the Lin- 


coln-Mercury dealers of New York. 

His Thursday night show is a 
new half-hour film series which 
is being syndicated by MCA TV. 
In New York his sponsor is Great 
Atlantic & Pacific Tea Co. Time 
was bought through Paris & Peart. 


Richards to General Beauty 
Don L. Richards, formerly cos- 
metics buyer of R. H. Macy & Co. 
in San Francisco, has joined Gen- 
eral Beauty Products, New York, 
as executive assistant to Lilly 
Dache, president. He will assist 
in the management of the organi- 
zation’s subsidiaries, Marie Earle, 
Lucien LeLong and Lilly Dache 


‘Hair Products. 


“wet strength.’’ Now, which among 
these tests would be most dramatic 
to TV audiences? Twenty-five experi- 
ments were made ona “‘live’’ camera 
in the Thompson TV Workshop... 


Here was a new kind of paper nap- 
kin developed by the Scott Paper 
Company. It was strong even when 
wet. Creative imagination devised 
a series of tests to dramatize this 


While these tests were being made in our TV 
Workshop they were being viewed under actual 
broadcast conditions on sets in the J. Walter 
Thompson Company office. Thus, it was pos- 
sible to pick the most effective demonstration 

. the famous Scotkins ‘apple dunking”’ test 


First birthday of TV Workshop 


The J. Walter Thompson Company Television 
Workshop has just celebrated its first birthday. 


A fully equipped studio, it has a Dage television 
camera, 16mm sound motion picture cameras, 
projectors, control booth, recorders, monitors, flats, 
drops and batteries of kleigs. 

Thompson’s TV Workshop is a means to insure 
that the quality of a finished commercial measures 
up to the quality of the creative imagination. 


to television audiences before incurring the costs of 
final production. Or they can view auditions of talent 
or pilot films under actual broadcast conditions. 


Thus, without waste of expensive time, flaws are 
picked up and eliminated. Recommendations can be 
made immediately. Good ideas are made better and 
better. The end result is a higher standard of quality 
in commercials at a saving of time and money. 


Migs 8 
ila 


The Television Workshop bridges the gap—both 
costly and time consuming— between the original concep- 
tion of a television commercial and its visualization, 
either live or on film. 


The Workshop’s Master Control panel is connected 
directly, by private coaxial cable, with J. Walter 
Thompson Company’s office. 


When a new commercial is being created, Thompson 
people can gather at sets in the office and watch its 
development. 


They can see what the commercial will look like 


If you would like to see the Workshop in operation, to 
learn more about our research in production tech- 
niques, and the strides made in filmed color for TV, 
write to Dept. A-2. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, 
Seattle, Washington, D. C., Miami, Montreal, Toronto, 
Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sio Paulo, Santiago (Chile), London, Paris, Antwerp, 
Frankfurt, Milan, Johannesburg, Port Elizabeth, Cape Town, 
Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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Agencies Need 17.6% 


| 


| 


business. 


Plus Fee on Foreign 


Jobs, Kron Asserts 


New York, Feb. 1—Agencies 
operating in the international field 
must get at least a 17.65% commis- 
sion on the net plus a fee for the 
services of local associate agencies 
to do a proper job for clients. 

This was emphasized in no un- 
certain terms last week by Arthur 
A Kron, exec. v.p., Gotham Adver- 


tising Co., in a discussion at an 
International Advertising Assn. 
luncheon. 


Mr. Kron reported that it has 
become the general practice for 


agencies to charge clients a fee for . 
the work done by an associate . 


agency in a foreign country. He 
also said that some international 
agencies are getting a 20% com- 
mission on billings—and a fee be- 
sides. 


= Mr. Kron said the extra charges 
are justified because of the nature 
of the 
“The labor—in this case, 
the agency—is worth its hire,” he 
asserted. 

George H. Giese, president of 
the international division of Mc- 
Cann-Erickson, stressed the need 
for advertisers to give agencies all 
the information required to pre- 
pare a marketing program. He said 
the best description of an agency- 
client relationship is “a limited 
partnership.” 

Shirley F. Woodell, v.p. of the 
international division of J. Walter 
Thompson Co., said that overseas 
advertisers are still strapped by 
the lack of adequate media statis- 
tics, but he believes the situation 
is improving. He pointed particu- 
larly to the growth of audited cir- 
culation reports in many different 
countries. 

Vincent Tutching, president of 
Foote, Cone & Belding Interna- 
tional, said preliminary estimates 
show that American manufactur- 
ers will spend $350,000,000 on 
overseas advertising in 1955. He 
said that international advertising 
by American companies increased 
from $280,000,000 to $300,000,000 
in 1954. 


KOVR-TV Names Officers 

Television Diablo Inc., operator 
of KOVR-TV, Stockton, Cal., has 
elected officers and appointed a 
new general manager. Les Hoff- 
man, former president, has be- 
come chairman of the board, and 
A. E. Joscelyn has been promoted 
from exec. v.p. and general man- 
ager to president. Terry H. Lee, 
formerly with WFAA-TV, Dallas, 
has been named exec. v.p. and gen- 
eral manager, and Jay Watson, 
previously assistant manager of 
KPOA, Honolulu, has been ap- 
pointed assistant manager. 


Tope and Keine Leave Sutton 
Dick Tope, v.p. and manager of 
the Cleveland office of Sutton 
Publishing Co. and representative 
for Electrical Equipment, Con- 
tractors’ Electrical Equipment and 
Electronic Equipment in the 
Cleveland territory, has resigned, 
effective March 1. Dick Keine, 
Cleveland district manager of 
Metal-Working, also has resigned 
from Sutton, effective Feb. 1. 


Carroll Joins Colgate 

Thomas S. Carroll, formerly with 
the Swansdown division of General 
Foods Corp., and before that with 
Procter & Gamble, has joined the 
advertising department of Colgate- 
Palmolive Co., Jersey City, N. J., as 
brand advertising manager. 


Roselle to ‘U. S. News’ 

Walter H. Roselle has joined the 
Philadelphia sales staff of U. S. 
News & World Report. For the past 
10 years, Mr. Roselle has been with 
Moloney, Regan & Schmitt in the 
Philadelphia area. 


international advertising © 
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Skoal! Beer Cans 
Celebrate Their 
Twentieth Birthday 


NEw York, Feb. 1—The beer 
can was 20 years old last week. 
On Jan. 24, 1935, G. Krueger 
Brewing Co., Newark, N. J., intro- 
a canned beer in Richmond, 

a. 
Last year, 6.5 billion beer cans 
are reported to have been pro- 
duced. Since January, 1935, when 
American Can Co. introduced the 
first beer can trademarked Keg- 
lined, the entire industry has pro- 
juced a total of 42 billion cans for 
‘eer and ale. 

William C. Stolk, president of 
American Can Co., pointed out, in 
connection with the beer can’s 
birthday, that the 200,000,000-unit 
industry increase in beer cans in 
54 over ’53 was attained despite 
a drop in the over-all packaged 
beer market. 

Packaged beer today represents 
77% of all beer sold. Canned beer 
represents 33% of this total. 
Twenty years ago, draught beer 
held 75% of the market. 

Mr. Stolk said that the average 
family consumes about 160 cans of 
beer each year, compared with 290 
cans of fruits and vegetables. 

A recent survey made by the can 
company, Mr. Stolk said, shows 
canned beer sales have had a 
740% increase in the past 15 years, 
while all packaged beer sales have 
risen 165%. 


s The first advertisements of the 
Keglined beer can appeared in 
September, 1935, in page newspa- 
per ads in major U. S. cities. In 
October of that year, American 
Can engaged Ben Bernie and his 
orchestra for a half-hour weekly 
radio network show, which con- 
tinued for two years. Except for a 
gap in the World War II years, 
the company has continued to pro- 
mote its beer cans in newspapers, 
consumer magazines and direct 
mail to distributors. 

Currently, advertising is re- 
stricted to about a dozen business 
papers. It is supplemented by a 
p.r. campaign, handled by Carl 
Byoir & Associates. 

Young & Rubicam is the agency. 


Olympic’s Advertising 
to Feature 3-Way Sets 

Olympic Radio & Television, 
New York, has scheduled the big- 
gest ad drive in its history. The 
campaign, which starts in the 
spring, ‘will feature low-priced 
models. Headline treatment will 
be given to a three-way combina- 
tion—radio, tv, 3-speed phono- 
graph—said to be the first such 
in the industry selling for less 
than $200. 

This set, called the Washington, 
will be advertised in Collier’s, 
Ebony, Life, Look, Newsweek, The 
New Yorker, The Saturday Even- 
ing Post and Time. The New York 
Times Magazine also will be used, 
as well as newspapers and point 
of purchase. Product Services han- 
dles the Olympic account. 


Bethlehem Steel Buys Show 


Bethlehem Steel Co., Bethlehem, 
Pa., has bought the INS-Telenews 
film sport show, “This Week in 
Sports,” for presentation in Wash- 
ington (WTTG), Baltimore 
(WBAL-TV) and Philadelphia 
(WFIL-TV). This represents the 
company’s entry into television on 
a regular basis. Time was bought 
through Radio Reports, New York. 


CBS Radio Names Dooley 


Robert M. Dooley, formerly gen- 
eral sales manager of Blair-TV, 
has joined the sales development 
department of CBS Radio Spot 
Sales, New York. He will service 
accounts in Michigan, Ohio, west- 
ern Pennsylvania and West Vir- 


BSF&D Adds Account; 
Shifts Louis Kennedy 


Brooke, Smith, French & Dorr- 
ance has been named to handle ad- 
vertising for the Smith-Valspar 
Marine division of Valspar Corp., 
Ardmore, Pa. 

Louis A. Kennedy, who has been 
a creative supervisor at the 
agency’s Detroit office, has been 
transferred to the creative staff of 
the New York division. 


Libby Repeats: ‘No Merger’ 
For the second time in a month, 
Libby, McNeill & Libby, Chicago, 
has advised its stockholders that 
“no merger or other unusual 
change in the company or its busi- 
ness is under consideration.” 
Charles S. Bridges, president, said 
the second letter was sent because 
“rumors have persisted” after a 
statement Dec. 18 told stockholders 
a merger was not being considered. 


Life Insurance Sets Record 

Purchases of life insurance in 
the U. S. exceeded $40 billion for 
the first time during 1954 and 
were one-fourth greater than the 
year before, the Life Insurance 
Agency Management Assn. of 
Hartford reports. 


Agency Promotes Kennedy 
Wray D. Kennedy has been 
elected a v.p. of Lewin, Williams & 
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Saylor, New York. He has been 
with the agency for the past seven 
years as an account executive. 


uw ONE column ad 
centered on a page surely sticks out. 

BUT, it looks like an orphan. This 

attraction you do not want... fora 

JAY P. neater attraction see free samples. 


WALK advertisi t 
21 £. HUBBARD, omer « ypography 


manufacturing 


ginia. 


@ Today’s high costs are enough to make any 
man blow his top. But here’s a tip that will save 
both your money and temper. 

If high printing bills have you exploding, take 
another look at the paper you are now using. 
Paper represents one-third of the cost of the average 
printing job! Just a short time ago papers of equal 
quality cost about the same. But not today. 

Today, Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality. 

The savings result from a modern papermaking 
method pioneered by Consolidated. It reduces 


costs, yet maintains finest quality. 


“Then he really exploded!” 


We're ready, willing and able to prove to you that 
Consolidated Enamels will.cut your printing bills 


while delivering finest results. 


Ask your nearest 


Consolidated Paper merchant for a supply of free 
trial sheets. Make a test run on your own terms 
against any paper you’re now using. Compare cost 
and results. Then you alone be the judge. 


onioldatend 


production gloss « modern gloss « flash gloss 


enamel 
printing 
papers 


productolith « consolith gloss * consolith opaque 
CONSOLIDATED WATER POWER & PAPER CO, Sales Offices: © 195 S. La Safle St., Chicago 3, IM. 
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Distributors Like 
Motorola Year-End 
Burns & Allen Push 


Cuicaco, Feb. 2—Motorola 
wound up its end-of-1955 promo- 
tion campaign, built around the 
George Burns and Gracie Allen tv 
comedy team, with a resounding 
success on its hands, according to 
David H. Kutner, director of ad- 
vertising and sales promotion. 

Mr. Kutner is compiling reports 
of a field survey of regional man- 
agers and distributors, and says 
that their reactions have been en- 
thusiastic. 

When the B. F. Goodrich Co., 
sponsor of the Burns & Allen show, 
decided to feature Motorola pro- 
ducts in its stores as a fall promo- 
tion, Motorola echoed the program 
with an extensive one of its own. 

Burns & Allen endorsements 
were used in a mass of point of 
sale material, in an eight-page 
Coronet ad, in Burns & Allen com- 
mercials, in trade advertising, and 
in direct mail flyers. 

And as a piece de resistance, 
Motorola came up with a gimmick 
to build store traffic—a set of two- 


cup coffee servers, worth $3 each 


but sold to store visitors for 99¢. 
Some 300,000 coffee servers were 
sold. Nearly 4,000,000 direct mail 
flyers were sent out. And 600,000 
Coronet reprints were used. 


= In the survey 86% reported 
greatly increased store traffic as a 
result of the promotion. Substan- 
tial sales increases were reported 
by 75% of those queried. 

Mr. Kutner said that although 
half the distributors required “sel- 
ling” on this—as on most—promo- 
tions, three-quarters of them now 
enthusiastically request a similar 
one for next year. 


WORKY-TV to Be WXIX 

CBS Television will take over 
the operation of its newest station, 
WOKY-TV, Milwaukee, about Feb. 
13. The network has asked the 
FCC for permission to change the 
station’s call letters to WXIX, 
with the Roman numerals XIX 
serving as a reminder that the sta- 
tion is on channel 19. CBS pur- 
chased the equipment and facili- 
ties of WCAN-TV, Milwaukee, 
in exchange for the equipment of 
WOKY-TV. WCAN-TV will con- 
tinue to telecast with WOKY-TV 
equipment. 


A 50,000 Market 
Worth Aiming At 


* BENTON HARBOR - ST. JOSEPH 
MARKET’S $6,781 RETAIL SALES 
PER HOUSEHOLD 88°/, ABOVE 
THE NATIONAL AVERAGE 


TWIN CITIES PerHH | % Over U.S. 
Consumer Income $5,761 W 
Total Retail Sales 6,781 88 
Food Store Sales 1,616 83 
Drug Store Sales* 374 69 
Gen. Mdse. & Apparel 1,420 98 
Home Furnishings 355 88 
Bidg. Mat.-Hdwr. 619 16 
*Benton Harbor only. 


What's more, retail sales vol- 
ume—$62,116,000 in 1951 for 
St. Joseph-Benton Harbor alone 
—is continually expanding, be- 
cause Michigan's Twin-City 
area population is now 50,000 
plus! 
For Double-Barrelled Results 

Advertise in two evening papers 


NEWS-PALLADIUM 


ST. JOSEPH 


HERALD-PRESS 


27,170 ABC total circulation—with no duplication 


Four KSL Execs Promoted 


Four staff members of KSL, Salt 
Lake City, have received promo- 
tions. Frank B. McLatchy, former- 
ly sales manager, has been named 
manager of sales development for 
Radio Service Corp. of Utah, par- 
ent company of both the radio and 
tv outlets. Paul S. Dixon, previ- 
ously national sales manager, has 
been appointed executive assistant 
in charge of “numerous corporate 
affairs.” Joseph A. Kjar, formerly 


program director, has been pro- 
moted to sales manager, and J. 
Allen Jensen, formerly Mr. Kjar’s 
assistant, has been named program 
director. 


KPTV: Appoints Three 

Norman Wallace, director of 
KPTV, Portland, Ore., has been 
appointed traffic manager of the 
tv station, and Charles Richardson, 
who has served in an administra- 
tive capacity since September, 


1952, has been moved to the sales 
staff. Gilbert L. Fall, formerly a 
sales representative for the film 
division of NBC, also has been ap- 
pointed to the sales staff. William 
Andrews has resigned from the 
station’s sales staff to join Ziv 
Television as northwestern televi- 
sion representative. 


Rep Names Collins Partner 


Urben Farley & Co., Chicago 
publishers’ representative, has 


Advertising Age, February 7, 1955 


named Vincent J. Collins, who has 
been associated with the company 
for five years, a partner in the 
organization, which specializes in 
trade and industrial media. 


Music Ad Guide Issued 


“Advertiser’s Guide to Music 
Industry,” a listing of all music 
magazines published in the U. S., 
has been issued by Music Editors 
Assn., 8 E. Prospect Ave., Mt. 
Vernon, N. Y. 
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Advertising Age, February 7, 1955 


WIBG Head Buys WDEL-TV 


Paul F. Harron, president of 
WIBG, Philadelphia, has purchased 
WDEL-TV, Wilmington, Del., from 
WDEL Inc. for $3,712,500. WDEL- 
TV will be brought to full power, 
316 kilowatts, in February. Pre- 
viously Delmarva Broadcasting 
Co., Wilmington, bought all the 
radio assets from WDEL Inc. for 
$250,000 and will own and operate 
radio station WDEL. The transac- 
tions become effective on approval 


by the Federal Communications 
Commission. Mr. Harron recently 
obtained a controlling interest in 
WIBG (am and fm) with the pur- 
chase of an additional 28.68% of 
the stock. 


Cinepix Tries TV Field 

Cinepix Inc., New York, is mak- 
ing a play for the tv film distribu- 
tion business with a catalog of 
more than 700 subjects, including 
features, westerns, cartoons and 
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comedies. Frank Smith, formerly 


| Elaine Widrig, Pacific Telephone & 


with Guild Films, joined the com-|Telegraph Co., secretary, and 


pany a month ago as general sales | Marolyn Hawkins, National Screen 


manager to set up the tv operation. 


Seattle Junior Adclub Elects 


Jim Power, Anderson & Beck, 
has been elected president of the 
Junior Advertising and Sales Club 
of Seattle. Other new officers in- 
clude Rudy Marinacci, Ruthrauff 
& Ryan, Ist v.p.; Caroline Howard, 
Seattle Post-Intelligencer, 2nd v.p.; 


Service, treasurer. 


Worthington Moves in Detroit 

Worthington Corp. moved its 
Detroit district office to 13305 
Puritan Ave. Jan. 31. Built es- 
pecially for the company, the new 
quarters represent an expansion 
of nearly 100% over facilities in 
the previous location. 
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...and woman’s day 


isn’t all she buys! 


the A& P magazine 


be, 


GO OUT w cet woman’s day 


Try ours—six unified services; 
art, typography, photography, 
photoengraving, color 
process and electrotyping 

all at once and every day! 
You can get assistance 
in anyone of the six by 
themselves or use them all 
simultaneously; in either 
case you'll be pleased with 
the cooperation, service and 
help you get from Pontiac. 
Write or call and let 


us tell you more. 


P RO 


ART WORK 
PHOTOGRAPHY 


« , UNIFIED 
sor SERVICES 


Pontiac 
Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 


HA ymarket 1-1000 © Chicago 7, Illinois 
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lerve 1s a cow that gives such milk 


She should be dressed in the finest silk. 
eed her ads instead of hay... 
And milk rich profits every day ! 


New York newspaper field is a bulging bossy that the J-A shows the biggest daily circulation gain in town . . 
the lush, energy-packed diet of public demand. It’s a good reason why New York retailers placed 1,085,434 lines 
acred cow,” as some of the other papers are often more advertising in the J-A, daily and Sunday, in 1954 
‘ar from it. Our bossy’s only blessing is an over- than in 1953 (the biggest retail linage gain of any New York 
z appeal to people. More people. It feeds on the —_ metropolitan newspaper). 

roducing formula of greater home penetration and 
ading. It feeds on clover in the middle and higher 
listricts of the big town and surrounding suburbs. 


The Journal-American is fat (in the right places) with custom- 
ers who can be your customers. Start milking, Mr. Advertiser. 


Here, at your fingertips, is volume at low, low cost. 


ith young thinking, on-the-move readers. And it’s a 


1ey-maker for money-minded advertisers who want 


roduction at lower cost. AND FOR A SUNDAY PUNCH THAT PAYS OFF... 

The Sunday Journal-American is read by far more New York city 
y to a “sacred cow” when the Journal-American will and suburban families than any other paper selling for twenty 
r sales pail overflowing? Far more families read the cents or more. Low retail rates . . . more readers per dollar 


than any other New York Sunday paper... make the Sunday 
Journal-American a must for sales success in the New York area. 


any other New York nickel newspaper. And they 
‘home, during evening leisure hours. What’s mote, 


a YORK 


’s best in the Journats Oy er Lk merican 
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1954 Box Score - 


15 leading magazines ranked by 
gains or losses in advertising revenue 
(1954 vs. 1953) 
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Source:,Publishers’ Information Bureau 


Year after year after year advertisers invest more money in 
LOOK. In 1954 LOOK’s advertising revenue increased for the 

8th straight year of the post-war period. LOOK’s rate of increase 
during this period was a spectacular 315%. The reason for 

LOOK’s success is simple. With its warmth, vitality, 

variety and authority, LOOK attracts a vast and influential audience 
in every part of the nation. In LOOK, advertisers have found a 
direct route to one of the largest, most important and most 
responsive markets in America. Advertisers have found, in short, 
that LOOK moves merchandise—fast! 


. most exciting magazine in America 


Amount Per Cent | 

: 1 Life + $4,326,844 + 3.9% | 
: 2 + 3,704,335 + 16.1 
: 3 U. S. News & World Report * 1,809,129 + 20.5 , 
: 4 Business Week + 1,408,926 + 10.7 
i : 5 Family Circle + 879,176 + 7.7 
‘- 6 Ladies’ Home Journal + 863,417 + 44 
: 7 New Yorker + 576,122 + 5.7 | 
a 8 Newsweek + 433,783 + 2.9 | 
é 9 McCall’s + 347,133 + 2.6 | 
‘ 4 10 Collier’s + 169,833 + 1.0 
I } 11 Time — 247,399 = 0.7 

| 12 Good Housekeeping — 1,634,697 — 10.0 | 
; 13 Woman’s Home Companion = 1,804,365 ™= 15.1 | A 
. id Saturday Evening Post = 2,925,167 = 3.6 ; 
E 15 Better Homes & Gardens — 3,499,869 = 12.8 3 
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Salesense in Advertising ... 


Advertising Agencies Pick Their Best of 1954 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

I cannot speak for my readers, of 
course, but I do want to say that I have 
been immensely interested in and in- 
structed by the behind-the-scene stories, 
currently appearing in this space, of how 
outstanding 1954 ad- 
vertisements came into 
being. What impresses 
me most, I think, is the 
sober, conscientious, 
integrious attitude of 
agencies with respect 
to their work. 

The popular notion 
that advertising is 
some sort of delightful 
“game,” and that agen- 
cies are staffed with odd crews of dream- 
ers, madcaps, wiseacres, and eccentrics, is 
certainly not supported by this series of 
“Best Ads” case histories. Public respect 
for advertising might be increased if these 
articles were running in one of the great 
national magazines. This present piece is 
the ninth of a series that will run in this 
space for several weeks. 


James D. Woolf 


Campbell-Ewald Co. 


Julian L. Watkins, Campbell-Ewald’s 
creative director, believes that the agen- 
cy has abundant reason to be proud of the 


He @ now 46 yeare old 


He was born, here im Detrom, m 1908 That was wa GM ambulance And then eventually that storm 
extern years after the fret popping, hacking, hore had buen wanchered ton 
lew carnage ewerved through the streets of Spring He was hard at work on has 38th berthdey. plant 


General Motors page, “The Man at the 
Window,” shown here. Bill Brownell, the 
agency’s associate copy director, has this 
to say: 

“In the summer of 1954 we learned that 
General Motors would soon produce its 
50 millionth car. And for the first time it 
would authorize its suppliers to use the 
GM name in advertisements regarding 
the event. Campbell-Ewald, as an adver- 
tising agency for General Motors, was 
happy to run such an ad. 


« “The assignment came from President 
Ted Little via Julian Watkins, the crea- 
tive director. There was no checking the 
proofbook for an idea, because no such 
ad had been done before. Instead, Julian 
talked about the content and effect such 
an ad should aim for. He felt that just 
another essay on achievement, or just 
another ‘We Salute’ advertisement would 
not have half the appeal that a more hu- 
man personal approach would have. 

“He suggested that we try to describe 
General Motors’ achievement through the 
eyes of a man who had watched the cor- 
poration grow—perhaps a sort of parallel 
between a boy growing into manhood and 
General Motors growing into greatness... 
maybe a boy who possibly had lived 
across the street from the site of the huge 
General Motors’ office building. Julian 
also felt that such an ad might close with 
a gentle but unmistakable plug for the 
American system, for actually General 
Motors’ progress is about as fine an ex- 


thunder of (GM shells up abead There was brief nde 


The Man 
at the 
| Window 


SPECIAL EVENT—In the summer of ’54 General Motors produced its 50 millionth 
car, and, for the first time, authorized suppliers to use such an event in their adver-~ 
tising. Campbell-Ewald, Detroit, a GM agency, used this copy for the GM story. 
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The year he was born General Motors was born 


When he was # year old. electrr headhghts. four 
door tourng car bodies, dash pane: od gauges, made 
thew first appearance And when be was two, Buh 
buat ste first es cybinder car 

He wes four wher Cadillac uvtrodueed the ebectrc 


coves Ot coun bodies 1 partecularty note thm He = 


was loo tay groin 

When be was ton, he family bought the fit 
Ohevrotet 

Afver that, tus world really began to spn There 
were thome great weekends at the eke and vacations 
oo the farm New ronds, straight and Get, were 


(gusoline called Ethyl And he was living ns new 
bungalow in the suburbs out past Grand Boulevard 
Beceum pow the distance was no mconvensnce 


At marteen on his way to Boy Srout summer camp 


‘Then he and GM both turned 2! in the year of the 
crash — 1979 
10 dadin't eeem Une tame to come of age But there = 


modets. the first all steel angle piece Turret Top Sure 
enough, the same drwe w give customer better 
vahves thet hed meant growth wm the (wentim, meant 
growth and employment in the (hart 

He knew becmuse he had sen ft coming becuse 
he employer was ¢ OM suppher, because he was 6 
GM customer He sew the new Detco car radios come 
owt. then the new Seaind Heam headlampe and by 
the tume of the Hydra Mate Drive. the depremmon 
pad past about hewn weet here 

Unfortunstety ght around the corner isy another 
crash — Peart Harbor 


He was 33 and married and he didn't go at first. le 
the rampart he was differen: (OM had already gone to 
war, And when be did get to Camp Hood & war ino 
GM 6a6, carrymg & GM 

Refore he grt home GM navy fighters end Lorpedo 


Dustances were briefer thar ever The nest year he 
followed the announcement of Buirh's Dyne Flow 
drive the curved glam windshurides of the Cadillac 
and Odmrnedabes 


Wheels had shrunk the distances = - had wrought 
much change 


He own tude are growing up now. talking car talk 


CAMPBELL: EWALD COMPANY 
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SKY BLUE—According to the agency, Campbell-Mithun Inc., Minneapolis, the heavy play 
on the “Land of Sky Blue Waters” has been a big success as an advertising theme 


for Hamm’s beer. 


ample of the American system at work as 
there is. 

“Of course to write it, I had to know 
the GM story myself. Fortunately, our 
copy department manager, Bart Lewis, 
had written a book called ‘The Story of 
General Motors.’ From Julian’s basic 
idea and Bart’s book, after three days of 
nothing but reading and sitting, eventual- 
ly came ‘The Man at the Window.’ 

“Julian, as well as copy editor John 
Bonbright, V.P. Loren Robinson, copy- 
writer Pete Booth, V.P. Bud Schirmer, 
made improvements in the copy. Art di- 
rectors Al Scott and Don Hume developed 
a striking layout. And because it is one 
thing to make an ad and another thing to 
get it run, it is worth noting that agency 
President Ted Little took one look at it 
and said, ‘Run it!’” 


Campbell-Mithun Inc. 


J. E. Ratner, Campbell-Mithun’s crea- 
tive director, sends us three nominations 
for the agency’s “Best Ad” of 1954; the 
products: Ballard OvenReady biscuits, 
Pillsbury Buttermilk biscuits, and 
Hamm’s, the beer refreshing. Mr. Ratner 
explains: “I had a hard time deciding 
which one was best. I took a vote of a 
number of my associates and these three 
ended up in a practical tie.” 

Unfortunately, because of strict space 
limitations, I can report in this present 
piece on only one of his nominations. 

“Eeny, meeney, miney, mo” won the 
honor for the Hamm’s advertisement, 
which is reproduced herewith. Mr. 
Ratner’s statement concerning this cam- 
paign is most instructive: 


s “Here’s the dope on ‘Refreshment from 
the Land of Sky Blue Waters.’” Objec- 
tives of this campaign in Life magazine— 
by the way, we use Life exclusively be- 
cause we don’t have many advertising 
dollars and we want to get impact—were: 

“1, Carry the Hamm’s story to con- 
sumers nationally because Hamm’s is ex- 
panding. As you know, Hamm’s recently 
built a brewery on the West Coast and is 
now distributing in about 32 states. We 
consider these Life advertisements as pre- 


conditioners for the entire national mar- 
ket. 

“2. Make top notch present distributors 
and potential distributors conscious of 
these successes, as well as of its high 
quality. 

* “3. Sell ‘Refreshment from the Land of 
Sky Blue Waters.’ 
“4. Trade up the product. 


a “The theme, ‘From the Land of Sky 
Blue Waters,’ actually was a creative evo- 
lution. 

“It was first used with a headline that 
went: ‘America’s most refreshing beer 
from the Land of Sky Blue Waters.’ When 
the ‘Land of Sky Blue Waters’ was used 
as sort of a reason-why line, it began to 
get a terrific play back. It first appeared 
on 24-sheet posters and created a lot of 
conversation and talk value. 

“At this point Ray Mithun and Al Whit- 
man, our president and executive v.p., 
decided—at the request of the client—to 
play harder on the ‘Land of Sky Blue 
Waters.’ As you probably know, it has 
been a tremendous success as an adver- 
tising theme. This is a “case where the 
client began to get the feel of the theme 
at point of sale and played it back to the 
agency. God bless them. The agency was 
alert enough to move in fast. 

“Hamm’s has moved from about 22nd 
place to 9th place in national beer sales in 
the past four years. Hamm’s 1953 sales 
were 22% ahead of 1952 and 1952 sales 
were 20% ahead of 1951. 

“It’s fair to say in the case of Hamm’s 
that television is our main medium. That’s 
where a good share of the money goes. 

“As you undoubtedly know, Hamm’s 
bought the Cubs and Sox baseball games 
in Chicago about three years ago and the 
combination of the baseball games, plus 
our very fine commercials built around 
the theme ‘Refreshment from the Land of 
Sky Blue Waters,’ has been a big success. 


s “I am an inveterate reader of your fine 
column and I recall reading some of your 
comments on what you sometimes call the 
‘main idea’ or the ‘big idea.’ In this case, 
I truly feel we hit upon the ‘big idea.’ 
“Copywriters were Mort Henderson and 
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Don Grawert. Art director was Len 
Avery. This work was also supervised by 
myself. The main contribution I made in 
this ad was to make the phrase ‘From the 
Land of’ come to life in terms of a ‘three 
dimensional photograph.’ When I arrived 
at the agency about two years ago, it 
seemed to me that Hamm’s advertising 
and the basic selling idea would have 
more effectiveness if the product was 
coming out of the ‘land.’ Therefore, I sug- 
gested the basic visual approach. We now 


use it with bottles and cans as well, and 
it is extremely effective. 

“IT also suggested the idea of the hand 
reaching into the ‘land’ to grab the frosty 
glass of Hamm’s beer because we always 
have the problem of what might be called 
human interest. I happen to be a believer 
in the fact that you don’t have to have a 
person’s mug or body in the pictures. A 
hand or a prop can suggest human inter- 
est and the reader can figure out the rest 
of it.” 


Mr. Woolf’s series is now available in a 64-page book: “Ad- 
vertising Agencies Pick Their Best of 1954.” Copies are 75¢ 
each, with a 10% discount in quantities of 10 or more. 


Looking at Radio and Television... 


‘Look at All Three’; Pros and Cons 
of the Magazine Concept Shows 


By The Eye and Ear Man 


The magazine concept in television in 
its most elementary form is exemplified in 
‘the NBC trilogy “Today,” “Home,” and 
“Tonight,” where an advertiser can buy 
participations within the body of the 
shows, one time or 52 times, depending 
on his budget and his needs. For the ad- 
vertiser who has a limited budget and a 
seasonal problem, this represents a con- 
venient way to buy television. But is it a 
good way? 

Much is said in the NBC trade press 
releases about the original scorn of the 
critics and the sold-out acclaim of the 
second guessers. It is certainly true that 
the selling of one-minute spots on a na- 
tional basis in the magazine manner is a 
triumph for NBC sales, a revenue maker 
for the network in what is normally non- 
network time, in the case of “Today” and 
“Tonight,” and a further breaking down 
of the reluctance on the part of the 
affiliates to take minute spots in a net- 
work show. 


= The “Today” show started the whole 
shebang about two years ago. The show 
was relaxed, informative, newsworthy, 
told the time and presented some pleasant 
personalities. Once the circulation, price, 
and format became stabilized, it attracted 
a number of advertisers. It has subse- 
quently been fairly well sold out with the 
exception that it is almost always possible 
for an advertiser to get on, since the 
turnover (because of the very nature of 
the program) is high. It started without 
competition and acquired a poor imitation 
on the part of CBS about a year ago. The 
competition is just beginning to split the 
skimpy audience available. 

The cost of a participation in “Today” 
is $4,996.75 and the average cost per 
thousand of the quarter hours is $3.55. 
This compares not to well with the aver- 
age cost per thousand per commercial 
minute of all daytime shows, which is 
$3.09. An advantage “Today” has, in 
addition to the magazine concept, is the 
fact that the personal-sell commercials 
' usually get a good reading from the mem- 
bers of the cast, who have the knack of 
selling everything with equal enthusiasm. 


® The “Home” show, which started less 
than a year ago, is the least successful of 
the triumvirate. It has been discussed 
in detail here in regard to its program- 
ming philosophy, with the conclusion that 
it could never achieve the success of a 
story show or a personality show because 
its various departments were not generic 
in their appeal. NBC has been promoting 
this show’s circulation on the basis of the 
Nielsen rating (6-minute audience) in- 
stead of the average (per minute) audi- 
ence, but there is a lot of difference, in a 
potpourri show of this nature, between 
the audience: any given minute and the 
audience that samples the show and then 
turns away. For the man buying a selling 
opportunity in a show like this, only the 
audience that sees his commercial is of 


interest to him. That audience is the 
average audience, printed in the fine print 
of the Nielsen books, despite the fact that 
the smartest advertisers, salesmen, and 
objective advertising agencies use only 
average audience ratings and have contin- 
ually urged Nielsen to print them in a 
prominent position. 


s A participation in the “Home” show 
costs $6,671.90 and the cost per thousand 
homes on an average audience basis is 
$7.44, which does not compare too favor- 
ably with the average for all daytime 
shows. Ironically, a participation in this 
show costs more than the more successful 
“Today.” This show is easiest to get in and 
is occasionally sold in conjunction with 
something else as a package. 

The “Tonight” show, the latest starter, 
is an attempt to garner the local audiences 
from old movies and get a little network 
revenue from a normally unproductive 
spot. The show is reminiscent of the 
pioneer Jerry Lester show but with a 
much more relaxed mood. The cost of 
getting aboard this one is $4,876 and the 
estimated cost per thousand is around $5. 

These are the facts about the shows and 
the conclusions: 

1. All three shows represent a below- 
average statistical buy. A large adverti- 
ser would probably be able to do better 
with this money if he shopped around a 
little. 

2. All three shows make it possible for 
an advertiser who would normally find 
the commitment too long and the out-of- 
pocket expense too high, to get into tele- 
vision. In this case, his comparison has 
to be the value of any of the three with 
other media. In this comparison the tele- 
vision programs would probably win. 

3. Of the three shows, “Today” re- 
presents the best buy. 

4. All shows are of a type that does not 
guarantee the attention of the audience. 
In the morning, habit dictates the motion 
of the audience to “Today.” On “Tonight” 
there are multiple distractions, and on 
“Home” the varied departments encour- 
age the housewife to move around and 
do her chores. 

5. There is a great deal of question 
about the effectiveness of the commer- 
cials. The one-minute spot every ten 
minutes, given by the performers, who 
cannot have the conviction about the 
product that a Godfrey has, often result 
in a throw-away impression. Intense 
selling is difficult because of the en- 
vironment and the personalities involved. 
The number of commercials and their low 
pressure feeling are a negative influence 
in forcing a sale. 

By way of a suggestion to the mentors 
of “Today,” “Tonight,” and “Home”: 
There is nothing fundamentally wrong 
with the principle of making room for the 
little guy in television. But why not a 
guaranteed circulation based on the aver- 
age daytime cost per thousand per com- 
mercial minute, based on Nielsen average 
audience ratings? 
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The Creative Man’‘s Corner... 


Only 272 Shopping Days ‘Til Christmas 


seemmnne rer ee OF 


BARLY TIMES 


These ads do not begin to be representative of the scads of commercial mes- 
sages that appeared during the recent holiday season, urging all and sundry 
to “give my gift” for Christmas. 

We didn’t pick them to be representative. We picked ’em for a much dif- 
ferent reason. We picked ’em because they represent, to us at least, certain 
things to avoid in next year’s ads. 

That two of the three happen to be liquor ads is not altogether accidental. 
Not only do most of the ads plugging merchandise for gift-giving seem to be 
liquor ads, but most liquor ads for Christmas seem to be pretty inane and un- 
inspired. 

Moreover, we are of the strong opinion that no product—including a Caddy 
or a mink coat—will get belief for the statement that it is the “perfect” pro- 
duct or that there is no other gift like it. 

Certainly the last product you’d be inclined to accept this statement for 
would be a gin—unless the gin happened to cost two or three times the price 
of most gins. If we were writing an ad plugging gin as a Christmas gift, we 
would be inclined to emphasize the usefulness of the product to the recipient. 
For example, we think a headline such as, “Give your martini-loving friends 
the prime ingredient for the world’s finest martinis,” would prove considera- 
bly more thought-provoking and persuasive than the bald statement that 
“there’s no gift like Gordon’s,” even though this provides a Christmas twist 
to Gordon’s year-’round slogan (which we also find completely unbelievable). 

(It should be evident at this point that we are not so much opposed to the 
use of hyperbole as we are to the giving of unusable information.) 

We have been kind recently to the advertising of the Bell System and what 
we have to say now is not said by way of evening up the score. We were just 
plain disappointed by the lack of advertising imagination given a highly im- 
aginative gift suggestion such as giving an extension telephone. 

The idea is so unusual (and hence should be doubly welcome to thousands 
of troubled gift-seekers) that we feel it should have been surrounded with 
some enlightening information. We think fewer people would have turned the 
page by if the headline had said something like, “Believe it or not—you can 
‘give’ somebody an extra telephone for Christmas. It will cost you only (so 
much) and, if you get your order in by (date) will be installed in time for 
Christmas!” The idea is wonderful. But, in our opinion, its presentation leaves 
too many questions unanswered. 

Better luck next time. 


On the Merchandising Front... 


‘Eye-level’ Display Concept Is 
Retailer's Space Bottleneck 


By E. B. Weiss B. The broad trend toward inven 


tory 


Merchandising Consultant 

Fixturing has always been considered 
a vitally important phase of modern mass 
retailing. But the attention being paid by 
retail management to fixturing right at 
this moment is pretty close to a phobia. 
And when the merchant develops a pho- 
bia, it behooves manufacturers to be 
properly attentive. 

Retail obsession with fixturing traces 
back to one reason—and that one reason 
can be summed up in one word. The 
word: s-p-a-c-e. 

The large retailer has a positive space 
problem. The problem stems from these 
causes: 

A. The high square-foot cost of retail 
selling floor space. 


diversification by category. 

C. The great need to reverse declining 
net profit percentage trends. 

Of course, the retailer also insists that 
his space problem traces back to: 

A. The trend toward full-line produc- 
tion by manufacturers. 

B. The trend toward category diversi- 
fication by manufacturers. 


= Total up these basic factors—and each 
of these factors has innumerable divisions 
—and the retailer winds up with a spatial 
problem more acute than that ever faced 
by mass retailers at any previous period 
in modern merchandising history. 

As a matter of fact, if it had not been 
for self-service and self-selection fixtur- 
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ing concepts, the problem would have 
been almost totally hopeless. As it is, self- 
service and self-selection fixtures have 
enabled major retailers to put as much as 
40% more merchandise out on open dis- 
play—in some departments in particular. 
But that’s not enough; it’s not nearly 
enough. 

The aim right now is to take the equi- 
valent of three counter feet of merchan- 
dise assortment and compact it into one 
foot—this, on top of the gains of up to 
40% already made. It must be done. I 
rather believe it will be done. 

That goal will be reached through the 
combined efforts of: 

1. The makers of fixtures. 

2. The manufacturers whose merchan- 
dise is involved. 

3. Our more progressive wholesalers 
and retail cooperatives. 

4. The retailers themselves. 


= It will demand, however, some rather 
radical departures from what is now tra- 
ditional thinking in fixturing. In other 


words, there is a tendency to consider 
present-day fixturing, especially in the 
more modern self-service and self-selec- 
tion outlets, to be the “last word.” Ac- 
tually, these fixturing concepts are, really, 
already outmoded. They are inadequate 
for the job assigned to them and there- 
for, in relationship to the job, they are 
archaic. 

In this connection, I believe that tech- 
niques must be developed that enable 
retail merchandise display to break away 
from the bottleneck represented by eye- 
level position. It has become my opinion, 
lately, that all of us involved in merchan- 
dising have become somewhat overly im- 
pressed with the presumed rigidities in- 
volved in the shopper’s presumed predi- 
lection for eye-level shopping. This is 
what I mean: 

In the first place, the phraseology itself 
tends to convey the conclusion that the 
human eye is the basic factor involved. 
In other words, to most people, “eye 
level” leads to the assumption that this 
is the point at which the human eye rests 


first, last and blame near all the time. It 
conveys the impression that the human 
eye functions on a “straight-ahead” basis. 

That, of course, just isn’t so at all. 
The human eye is a pretty fabulous vis- 
ual scanning mechanism. Its ability to 
take in broad areas in a single instantane- 
ous glance—and the ability of the human 
brain to record those broad vistas in- 
stantaneously—make a shambles of the 
“eye-level” concept insofar as the eye 
is concerned. 

What is really involved is bend, stretch 
and twist. In other words, the primary 
issue is not so much visual as it is physi- 
cal. And the problem is therefore really 
one of designing fixtures so as to involve 
the shopper in a minimum of bend, 
stretch and twist—particularly bend, be- 
cause the woman shopper especially has 
more than one reason for not wanting to 
bend! 


® Obviously, I am not advocating that 
the visual appeal should be slighted. In 
connection with the visual appeal, I am 
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simply contending that both the eye and 
the brain function with amazing effec- 
tiveness both above and below so-called 
“eye level.” Therefore, in designing fix- 
tures, it may be properly concluded that 
eye-level takes in a range considerably 
larger than has been generally contem- 
plated. Indeed, eye level in the shopping 
sense may properly be considered to be 
almost any area in between knee-level 
and the tip of the skull. 

But the problem is to design a fixture 
that places merchandise within this range 
of the eye so that it necessitates a mini- 
mum of bend, stretch and twist—partic- 
ularly a minimum of bend. 

I admit that the problem is not too 
difficult to state, although I have a no- 
tion that it has not usually been postu- 
lated as clearly as it is here presented. 
But I am confident that once fixture de- 
signers think somewhat less of the shop- 
per’s eye, and perhaps somewhat more of 
the shopper’s physical involvement in the 
shopping process, entirely new concepts 
of fixture design will emerge. 


Turmoil in the Marketplace Means Old Notions 
Must Be Discarded, Says AA Editor 


I should like to show you an ad. It isa 
full page that appeared in the Chicago 
American. 

I want to show it to you because, better 
than any single example I have run across 
lately, it demonstrates some of the pro- 
blems we meet in that little drama en- 
titled “Turmoil in the Marketplace’—or 
“Who’s on Which Side, and What the Hell 
Kind of a Game Are They Playing, Any- 
how?” 

Let me explain that this is the intro- 
ductory ad for a new store—the third in 
the Polk Bros. chain. Unless you are in 
the appliance business, or happen to live 
in Chicago, you probably never heard of 
this amazingly successful discount house. 

For that’s what Polk Bros. is—a dis- 
count house. Or at least that’s what it 
was a few months ago. In this era of 
turmoil in the marketplace, it is appar- 
ently already changing into something 
else. Anyhow, to everyone in Chicago, 
Polk Bros. is a “discount house.” It is 
also far and away the most important 
retailer of nationally advertised radios, 
tv sets and major appliances in the 
Chicago area. 


= Think for a minute of great Chicago 
stores like Marshall Field & Co. and 
Carson Pirie Scott & Co. Then ponder 
this startling fact: 

Every time Marshall Field sells one 
appliance, Polk Bros. sells ten appliances. 
Every time Carson’s sells a single appli- 
ance, Polk Bros. sells 16. So, in cold, hard 
terms of moving merchandise, this “dis- 
count house” is worth ten accounts like 
Marshall Field, and 16 like Carson’s. 
That’s the background for this ad. 

What made Polk Bros. decide to open 
a new store on Chicago’s South Side? 
Here’s what the ad says: 

“Two things. First there was you (the 
customer). You and your friends helped 
us decide. And then there were the people 
who make the things that we have to 
offer you. The national manufacturers. .. 
the people we Polk brothers look on as a 
family within our family.” 


s And there’s more. “After shopping a 
while you’d tell how you liked what we 
had for you—the big selection of famous 
national brands that manufacturers have 
spent millions developing, our common 
sensible prices, the way we made it fun to 
do family shopping...” 
And still more: 


The American marketplace is boiling at a constantly faster rate, S. R. Bern- 
stein, editor of Advertising Age, told the 45th annual meeting of the Assn. of 
National Advertisers last fall. As a result, marketers must maintain flexibility 
in thought and action or lose their positions, he said in the talk which is pre- 


sented here in full text. 


“What did we bring with us, when we 
moved in?— 

“We brought the biggest selection of 
nationally advertised brands ever sold in 
one store. By anybody! For example, take 
television. We offer you not just one or 
two famous brands, but more than 15. 
Take washers, over 66 different models. . .” 
“You see, we believe that when you’re 
spending your hard-earned money you 
have a right to choose from among the 
very best brands. Here at Polk Bros. you 
can compare them. All in one store.” 

And again: 

“The most guaranteed merchandise in 
America We stand behind it. The 
famous manufacturers stand behind it.” 

And finally there is, in the ad, a listing 
of 91 brands—most of them as well known 
as the name of the President of the United 
States. 


Remember when you 
were the family that 
just moved in ? 


‘The brands youre proudesi te have @ your home are the brands we're proud to caf! 
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ANNOUNCEMENT—This is the newspaper 

page Polk Bros. used when the company 

opened a new store. The panel near the 

bottom lists the brands “we’re proud to 
sell.” 


Now, let’s try to imagine, for a mo- 
ment, that there is a merchandising man 
from Mars in the audience, with no pre- 
conceived notions about how marketing 
ought to be done on this earth of ours. 

If we told this visitor from Mars that 
we were deeply concerned about the de- 
velopment and growth of discount houses 
like Polk Bros., I suspect he would think 
we were crazy. 

“It seems to me,” he would probably 
say, “that these discount houses you are 
talking about personify the ultimate in 
national advertising success stories. They 
literally exist on national brands—on 
brands which have, through the years, 
built a consumer franchise and done it 
well. These are the kinds of brands you 
fellows make. You built an active demand 
for these national brands of major appli- 
ances, and the discount house makes that 
demand effective by offering these wanted 
goods at prices that are—or seem to be— 
lower than they are elsewhere. 


s “Furthermore, I understand that these 
discount houses did this without getting 
any concessions from you manufacturers 
in the way of price, or terms, or adver- 
tising allowances, or anything else. In fact, 
when they started, many of you wouldn’t 
even sell to them. 

“In spite of this, they are apparently 
selling vast quantities of merchandise, 
delivering a service which the public 
seems to want, making money themselves, 
and saving money for the consumer. So 
here, I would say, we have the finest 
flowering of the advertising tree; first the 
development through advertising of con- 
sumer brand acceptance, and then the 
activation of that acceptance by a type 
of retailer who is riding the nationally 
advertised brand’s coattails all the way. 
Why are you worried about them?” 

And then you would probably explain 
that they have caused you a great deal of 
trouble, because they have “disturbed the 
retail price structure,” and because they 
have upset your “normal distribution 
channels.” 

To which the man from Mars might 


say: 

“In my opinion, your job is to move 
the goods you make, as quickly and as 
effectively as possible. It is not your job 
to maintain ‘normal distribution channels.’ 
It is not your job to protect lazy or in- 
efficient retailers. And it is certainly not 
your job to see to it that the consumer 
pays a higher price for your goods, if he 
can get them at a lower price, and still 
have everybody in the distribution chain 
make a reasonable profit.” 


= Well, I admit that I have over-simpli- 
fied the situation greatly, and that there 
is plenty of room for several hours of dis- 
cussion on this point. I do think it is 
important, however, to realize that tur- 
moil in the marketplace is not necessarily 
and inevitably bad for the manufacturer 
of branded merchandise. 

Actually, there is always turmoil in 
the marketplace. And there always will 
be. Retailing is in a state that can only be 
described as agitated flux, and it is likely 
to stay that way for as long as any of us 
are around. 

There is a multitude of reasons for the 
retail turmoil, as you all know. The 
growth of the suburbs—the increase in 
working wives—the automobile parking 
problem—the increasing willingness and 
ability to “do it yourself”’—the continued 
leveling of the population in terms of 
economic and living standards ... all of 
these are interrelated causes of the tur- 
moil in the marketplace. 

And conversely, shopping centers and 
discount houses and other types of re- 
tailing have developed to fill a gap which 
new conditions of living create in the 
existing retail structure. They developed 
largely because established channels of 
distribution are too fat, or too lazy, or too 
badly involved with real estate commit- 
ments, or too firmly wedded to the status 
quo—to move quickly as living habits 
change. 

And this, of course, means that the 
manufacturer and the seller of national 
brands must maintain flexibility with re- 
gard to his channels of distribution. I 
would not for a minute deprecate the 
value of fine relations with an established 
line of distribution, but we must also re- 
cognize that the finest dealer organization 
is of little heip, if—as so frequently hap- 
pens—the tendency to buy our particular 
kind of merchandise shifts from the kinds 
of dealers we have, to a different type 
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of retail outlet. 

It seems to me that, in essence, this 
matter of maintaining flexibility in our 
thinking and in our actions is the real 
key to making progress in the future, 
whether we are discussing channels of 
distribution or marketing and advertising 
strategy. In. too many cases we have 
merely substituted a blind follow-the- 
leader policy for true flexibility of 
thought and action. 

The essential factors for continued ec- 
onomic growth—and for the increased 
usefulness of advertising as a _ sales 
tool—are all in our favor. 

Unless all the economic seers are 
wrong, we can look forward to a long 
period of expanding population, improved 
living standards, high income and superb 
sales opportunities. 

I have no concern about the role of ad- 
vertising. I accept it as an axiom that, in 
a society of plenty—where productive 
capacity exceeds anything heretofore 


dreamed of, and where more and more_ 


things are constantly available for more 
and more people—selling and advertising 
must inevitably occupy a larger and more 
important place in our economy. The only 
real economic problem we face in this 
country is a selling problem; our eco- 
nomic welfare rests entirely upon how 
well we can sell and distribute goods and 
services. We have no production pro- 
blems; for all practical purposes we can 
produce any desired quantity of goods or 
services. Our problem is to sell them. 

I also believe that this selling job—and 
hence our advertising jobs—will get 
harder, more difficult and more complex 
year by year. I am convinced that we 
must face this fact realistically, and that 
we must recognize, among other things, 
that heightened competition and tougher 
selling conditions will inevitably force all 
our companies to put more and more em- 
phasis, and more and more manpower and 
dollar power, behind our selling and mer- 
chandising and advertising. 


= I think it is ridiculous to talk in terms 
of reducing the relative costs of distribu- 
tion. In an economy in which we are 
catering primarily to consumer wants 
rather than basic needs, it seems to me 
absolutely certain that sales costs—and 
advertising costs (at least in relation to 
total costs)—will rise, not fall. Most of 
you have been seeing this happen in your 
own companies during the last few years. 
Let me assure you that this particular 
trend is unlikely to reverse itself. 

One reason why you will all have to 
apply more effort to advertising is the in- 
creasing competition which advertising 
faces from other advertising. Last spring 
ADVERTISING AGE cooperated with the 
Magazine Advertising Bureau in a special 
study of this subject. 

We found that in 1939—just before the 
war—there were 936 companies which 
invested $25,000 or more in national ad- 
vertising in magazines, newspapers or 
network radio. In 1952 there were 2,538 
companies investing $25,000 or more in 
these three media—plus network tele- 


% 
2 
7 
a4 
ae 
+ 
, 
iy 


might be able to force his product on 
retailers. Now, the giant retailer still 
handles the giant manufacturer’s brands, 
but if there is any force being applied, it 
is more often being applied by the retailer 
than the manufacturer. 


= In the complex of merchandising and 
marketing, we get a crazy mixed-up pic- 
ture, the net results of which are difficult 
to assess. It is certainly true that, by and 
large, self-service operations and quick 
turnover depend on the handling of 
national brands, which are known to and 
respected by consumers. And this of 
course has worked to the tremendous ad- 
vantage of the advertised brand. 

On the other hand, there is unmistak- 
able evidence that “brand loyalty,” one of 
the tenderest shibboleths of the advertiser, 
is largely a figment of his own imagina- 
tion. With the continued increases in 
technology, brands within a product class 
have tended to become more and more 
like each other, and to lose any real dis- 
tinctiveness in the consumer’s mind. With 
the increase in advertising competition, 
this lack of real distinction between prod- 
ucts has been heightened. So that now we 
have extremely little loyalty to one par- 
ticular brand. Instead, most consumers 
have a brand acceptance that is likely to 
extend, in greater or lesser degree, over 
two or three or maybe even five or six 
brands in any product class. 

And this fact makes the countervailing 
power of the big retailer even more coun- 
tervailing, if we may put it that way. He 
is no longer under any particular neces- 
sity to sell or push one particular brand; 
most of his customers are perfectly will- 
ing to accept any one of a number of 
brands. And this means that he can push 
one brand or another, often, without any 
real danger to his own position as a 
retailer. 

This, of course, explains the wheeling 
and dealing which goes on to such a 
terrific extent inside retail stores. You 
know that the retailer can seriously 
affect your sales by the way he shows 
your merchandise, and how much in-store 
display he gives it. Unfortunately, the 
retailer knows this at least as well as you 
do. As a consequence, every one seeks 
the retailer’s favor, and the price gets 
higher and higher. 


# Any retailer will tell you that ordinary 
in-store promotions have worn out their 
effect by the sheer weight of volume. 
They have a colossal contempt for most 
of the deals now offered to them. Joe 
Bildner, who runs the King Supermarkets 
in Jersey, lays it right on the line on 
manufacturer promotions. He says: “They 
pay cash, they get. They pay in goods, 
they get. They don’t pay, they don’t get. 
But there are exceptions...” 

And there’s the ray of light for all of 


you. Neither you nor anyone else can 
build anything enduring by paying in 
cash or in goods. All you do is get in a 
never-ending rat race. 

But those “exceptions” that Bildner 
talks about. There’s your real chance. The 
exceptions, of course, are those promo- 
tional ideas that Bildner thinks will help 
him build his business and that he doesn’t 
want to miss, even if they incidentally 
happen to help you. If you merchar#dise 
cleverly enough, and give the retailer 
something he wants, instead of merely 
trying to get him to give you something 
you want, you can still get his coopera- 
tion. 

The exceptions, too, are those relatively 
few brands that still have a very con- 
siderable amount of effective consumer 
demand. Those are the brands the retailer 
must handle and display. He doesn’t have 
to be cajoled with a new shirt, or a mink 
stole for his wife or a chance to win a 
cruise around the world. 


= On Monday—Nov. 8—Safeway Stores 
issued a 15-page statement, laying it right 
on the line about what it thinks of manu- 
facturers’ promotions and deals. 

The first two paragraphs of this state- 
ment read: 

“Safeway seeks no preferential treat- 
ment, and it believes none should be ac- 
corded to anyone. 

“Safeway is a firm believer in media 
advertising. It is fully cognizant of the 
contributions such advertising has made 
to the increased consumption of goods and 
services. Safeway objects to the use of 
advertising, or activities in the name of 
advertising, and/or promotion, that force 
impositions on the retailer.” 

And then follow 17 specific illustrations 
of the kinds of offers, deals and promo- 
tions Safeway doesn’t like, and why it 
doesn’t like them. [The Safeway release 
was reported in full text in ADVERTISING 
AGE, Nov. 15, 1954.] 


= Maybe there is a clue here to the 
course our advertising and promotion 
should take. Maybe too many of us are 
spending too much time and effort trying 
to buy our way into the retailer’s favor. 
Maybe too many of us are trying to 
wheedle and cajole consumers to buy our 
products by offering price concessions or 
premiums. Maybe we’ve got our emphasis 
in the wrong place. And maybe some 
of us are tearing down the acceptance of 
our brand as a fine product at a fair price, 
when we should be building up that con- 
cept. Maybe too many of us are playing 
an idiotic game of follow-the-leader, with 
the leader leading us we know not where. 

Maybe we should remember that if 
everybody does the same thing, it’s pretty 
much the same as if nobody did anything. 
If every brand in a product category is 
trying to buy the dealer’s support, and if 
every product is couponing and dealing, 


A Tribute to Advertising Recognition Week by an advertising agency that practices what it preaches: advertising 


There is no substitute for faith. 
You must beheve — in advertising. 
You must believe it is not only a great force but a 


Advertising Age, February 7, 1955 


who gets the advantage? 

Maybe, too, in this era of an expanding 
market, too much of our advertising and 
promotion is too directly competitive, and 
aimed too squarely at taking existing 
business away from a competitor. Maybe 
we'd all be better off if we all worked 
a little harder at broadening the total 
market. For example, the dentifrice field 
has been filled in recent years with claims 
and counter-claims, and the constant in- 
troduction of new miracle products. Yet 
every investigation indicates that not 
much more than half the population uses 
dentifrices at all. Maybe in this case too 
much of the advertising has been de- 
signed to get present customers away 
from other brands, rather than to increase 
the number of users. 

And maybe, finally, we’ve got to take 
a good square look at our price structures. 
There has been a tremendous amount of 
price cutting lately. In such fields as au- 
tomobiles and major appliances, factory 
prices have largely held firm, and the 
price cutting has been at the retail level. 
In the case of package goods, the manu- 
facturer has made the price concessions— 
but indirectly, through couponing and 
dealing, rather than by reducing the pack- 
age price. But now there are beginning 
to appear, here and there, indications that 
these indirect price cuts may not be a 
permanent solution, and that some shake- 
down in the formal price level may be 
in order. 

And here’s an interesting example: 


=m Three years ago a sales manager was 
hired by an independent distillery which 
had a very simple problem: it had a con- 
siderable inventory of aged whisky which 
it could not sell. The liquor market was 
in bad shape. All the distillers and their 
wholesalers were wheeling and dealing, 
passing out free goods or cutting case 
prices to retailers. This distillery had tried 
that. It didn’t work. It couldn’t afford 
some of the price deals the bigger boys 
made. 

The sales manager had a simple solu- 
tion. He stopped wheeling and dealing. He 
figured out how much the deals were 
costing the company. Then he reduced the 
consumer price substantially and moved 
in, city by city, with heavy newspaper 
advertising reporting that his bonded 
bourbon was now available at a price 
about even with the top blends. 

What happened? Nothing much, except 
the brand moved from nowhere to first 
place in bonded bourbons—from 45,000 
cases in 1951 to 350,000 cases in 1952, to 
600,000 cases in 1953! 

And after a couple of years of sales 
growth, the independent distiller was 
bought by one of the giants in the busi- 
ness—the giant said it bought the com- 
pany because of the brand leyalty and 
consumer demand its label commanded! 


@ Well: The changes in living patterns 
and in distribution, and the continuous 
turmoil in the marketplace have made, so 
far as I can see, no really basic change 
in the advertising job. They call for con- 
stant alertness, and for continual ability 
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vision. 

In 1939 those 936 advertisers ran 1,659 
different product or brand campaigns. In 
1952, those same advertisers were pro- 
moting 2,574 brands, and the new adver- 
tisers—those who weren’t advertising at 
all in 1939—were promoting 1,898 brands. 
Thus there were 1,659 nationally adver- 
tised brands in 1939, and 4,472 in 1952. 

Another reason is the rapid develop- 
ment of what Prof. J.K. Galbraith calls 
“countervailing power”’—in this case the 
concentration of more and more impor- 
tant segments of retailing into fewer and 
fewer brands. Retailing is tending, as 
E. B. Weiss has so often pointed out, to- 
ward the same kind of bigness which is 
characterizing manufacturing and pro- 
duction activity in this country. And the 
development of giant retailing creates a 
“countervailing power” to the giant 
manufacturer. Once the giant manufac- 
turer, with a strongly intrenched brand, 


good and necessary force. 
You must believe it is neither panacea nor parasite 
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to shift our strategy and our emphasis, 
and for a high degree of flexibility. 
Above all, I believe, they call for more 
independent thinking, and far less will- @ 
ingness to follow the leader, and do the pa 
same thing everyone else is doing. There 
is too much sameness in our advertising, 
in our selling strategy, and in our think- 
ing. There is too much hesitancy to strike } 
out on new paths—to think and act in- ) 
dependently, without too much regard to | 
what others may be doing. \ 


It is no cure-all for the economic ills of the world; 
nor is it an artificial fungus clapped on to our way of 
hfe for its own selfish gain. 

You must believe it contributes, in great measure, 
to the standard of living that has made America the 
envy of the world 
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“The whiskey’s gotta be in ya when you're bit” 


You must believe it 1s an essential tool of industry; 
not merely a molder of opmion but a mover of 
merchandise; and not just a way for merchants to 
preen in print and rend the air 


A tenderfoot on his first trip West 
approached a hard bitten sage of the 
desert. “ Say, pop, is it true what 
they say about whishey—that it's 

@ sure cure for snake bite?” * That's 
right, son,” drawled the old timer, 
“the only thing 1s —the whiskey's 
g0tta be in ya when you're bit.” 


You must believe it is helping to advance the cause 
of Free Enterprise—and to lower the cost of distrn- 
bution. Production no longer is a major problem. 
Distribution is. Advertising, more than any other 
single factor. 1s helping to lick this problem. 

You must believe it generates work for untold 
millions, by providing things to work for 

You must believe it widens the frontiers of mankind: 
spurs people to have more, live better, live longer 


You must beheve it attracts men and women who 
believe in it with fever and fervor, who willfully 
prefer careers in advertising to anything else 

You must believe you are playing an important role 
in an essential industry, an industry that benefits 
everyone 

Yes, you must have faith:“The whiskey's gotta be 
in ya when you're bit.” 


Early this year Dorothy Shaver, presi- 
dent of Lord & Taylor, was given a gold 
brotherhood award by the National Con- 
ference of Christians and Jews. In her 
acceptance speech, Miss Shaver was 
quoted as saying that American freedom ; q 
is in danger because of a “spreading pas- 
sion for conformity.” 

“Industrial executives and staff show 
a growing unwillingness to exercise in- ; 
dependent judgment and question ‘com- . f ‘ 


MAL STEBBING INC. Advertising 
714 West Otympa Boulevard: Los Angries 15 
Member Amernen Amoxiation of Advertaing Agencies 


ADVERTISING CREDO—Hal Stebbins, Los Angeles advertising man, wrote this “advertis- 
ing credo” in connection with the celebration this month of Advertising Week, or 
Advertising Recognition Week, as it is still known in the West, where the annual 
movement originated with the Advertising Assn. of the West. 
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Kotex sanitary napkins, advertised through 


Foote, Cone & Belding, lead all competitive 


products in preference and in sales 


KOTEX IS THE REGISTERED TRADEMARK OF INTERNATIONAL CELLUCOTTON PRODUCTS co, 


FOOTE, CONE & BELDING, ADVERTISING: NEW YORK, CHICAGO, HOUSTON, 
LOS ANGELES, SAN FRANCISCO, HOLLYWOOD; LONDON, ENGLAND 
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pany dogma’ because of the fear of non- 
conformity,” Miss Shaver said. “Fewer 


people now are willing to voice original 


ideas that contradict accepted policy, and 
fewer people will risk their judgment in 
support of what they believe.” 

Now, Miss Shaver was presumably 
talking about political and social ideas, 
but it requires only a change of a word 
here or there to make her comments com- 


Employe Communications... 


pletely applicable to the advertising busi- 
ness. Certainly a “spreading passion for 
conformity” seems to me to have tre- 
mendously afflicted the advertising world. 
And it is my belief—my very earnest be- 
lief—that this sense of conformity must 
be overcome if we are to create the kind 
of advertising and promotion and selling 
ideas that will ring the cash register in 
the trying days ahead. 


What's New and Good in Communication 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting service in 
employe relations.) 

Some of the editors of publications for 
employes are still locked in an ageless 
controversy over the value of social chit- 
chat in their magazines. While the weary- 
ing little feud rages, other editors are ap- 
plying themselves with skill and diligence 
to the more realistic and important prob- 
lems of modern communication. Here are 
some heartening evidences of progress, as 
culled from many hundreds of employe 
papers examined each month: 

Explaining a new service: After much 
hemming and hawing among the triad of 
railroads, government and the truckers, 
“niggy-back” transportation, according to 
an article in the D. L. & W.’s magazine, 
“The Lackawanna,” is here to stay. It 
put a stop to speculation with a complete, 
informative story on a new service, 
brought out as quickly as the controver- 
sial smoke had cleared. Editor is George 
W. Eastland; address is 140 Cedar St., 
New York 6. 


® Recognizing civic contributions of em- 
ployes: Instead of allowing employe par- 
ticipation in community affairs to go un- 
heralded, two employe papers regularly 
publish articles about such activities. 
Northwestern National Banks’ paper, 
called the “News” and edited by Georgia 
Beaverson in Minneapolis, does a com- 
plete monthly coverage of NW people who 
get into the news. “Toledo Edison News” 
features company women—wives of em- 
ployes as well as women employes—in a 
roundup of women who give time to 
civic, church and community work. Edi- 
tor is Donald P. Terrell, Toledo Edison 
Co., Room 436 Edison Bldg., Toledo 4, O. 

Presenting the men of management: 
Part of the task of selling management to 


Tips for the Production Man... 


employes obviously involves letting the 
employes know who the management peo- 
ple are. Marathon Corp., in its “Maralog,” 
recently introduced management men in 
workday settings, described their duties 
simply and clearly. Stockholders likewise 
received the issue, so the article carried 
a double load. Charles Inglis heads com- 
munications activities at Marathon, whose 
headquarters are at Menasha; Wis. 


= Preparing employes for retirement: 
Employe papers generally are taking a 
firmer grip on the problem of preparing 
employes for retirement. “The Express 
Messenger” of Railway Express Agency, 
219 E. 42nd St., New York 17, recently 
took a positive approach in presenting 
not only the facts of preparation for re- 
tirement, but in offering also some spe- 
cific cases of employes in retirement who 
are doing something constructive with 
their lives. Steve Canton, editor, high- 
lighted the retirement activities of a man 
who developed a large floral business af- 
ter retirement, another who built a furni- 
tire repair trade from scratch, a third who 
entered politics. 

Building the suggestion system: Sugges- 
tion systems, not unlike safety programs, 
need frequent and refreshing shots in the 
arm. Loring Stevenson, editor of the 
“News” for Acme Steel Co., Box 550, Riv- 
erdale Sta., Chicago 27, uses no formal 
listing of suggestion awards, but scatters 
boxes through his pages, showing em- 
ployes with winning ideas enjoying the 
award. Boxes are labeled “An Idea Pays 
Off.” 


® These are only a few evidences that 
employe papers must do more than en- 
tertain the readers, and that many do. 
There should be many more helping car- 
ry the load of management interpretation 
within the plant. 


Planning a Printed Piece for Bulk 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, III.) 

Normally an advertiser strives for ef- 
fectiveness and quality in his printed pro- 
motion, rather than for mere thickness 
and bulk. There are times, however, when 
bulk adds to impressiveness and therefore 
to effectiveness. After all, when you're 
trying to establish prestige of the manu- 
facturer, a skimpy little piece does not 
convey the impression of towcring em- 


inence. 

One way to increase bulk, obviously, is 
to increase the number of pages. That 
costs money and may be uncalled for by 
the message to be conveyed. Alternatives 
are the selection of heavier paper or of 
bulkier paper. 


s A separate cover done on heavy enamel 
or cover stock will stiffen up a piece and 
give the impression of bulk, especially if 
given a soft fold. Since the cover com- 
prises only four pages, this advantage can 


be gained without undue strain on the 
budget. 

Then there are the papers which con- 
tribute bulk by their very type. Offset 
paper is one of these, which may be one 
of the reasons why offset is a popular 
method of printing. Other bulky papers 
are Eggshell, Vellum, Antique finishes, 
and English finish. Of these four only 
English finish seems adaptable to letter- 
press printing when halftones are to be 
employed for illustration. All four work 
well with type and line drawings, and 
of course all of them are ideal for lithog- 
raphy. 

O. H. Runyan, writing recently in “The 
Galley Proof,” gives somé interesting 
statistics. He points out that, whereas 30- 
lb. Bible paper provides about 1,000 pages 
to an inch of bulk, 60-lb. offset paper will 
provide 480 pages to an inch. In other 
words the latter provides more than twice 
the bulk of the former. On the other hand, 
a 480-page book printed on 60-lb. offset 
would be the same thickness as 554 pages 
printed on English finish of the same 
basic weight. 

Bulk also bears a relationship to mail- 
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ing weight. Quite naturally the mailing 
weight for any given unit of thickness of 
a printed piece is lighter for the softer 
papers than for the hard, smooth-surfaced 
papers such as enamel! or Super. 


= Interesting also is the thickening and 
stiffening effect of inserts, such as postal 
reply cards, which provide rigidity to a 
mailing piece containing them. 

Some production men contribute bulk, 
stiffness, and a measure of elegance to 
their format designs by the use of French 
fold covers. The French fold prints on one 
side of the sheet only, but uses paper 
double the normal size. The cover must 
be an extension cover, or else stitched on- 
to the body after the trimming is done. 
The cover is then double in thickness, un- 
printed on the inside, and kept together 
by an untrimmed fold. This fold is usual- 
ly at the top, but often is folded along 
the two long sides with the ends folded 
in as flaps, forming the inside front and 
inside back covers. Sometimes one or both 
of these flaps are perforated to perform 
double utility—a removable reply card 
to build inquiries or orders. 


ative advertising 
training.) 


The two ads here represent a “be- 
fore and after.” At the right a typical 
ad for two excellent shops before the 
advertiser knew how to use white space. 
Below, a representative ad after the 
conventional, typical retail approach was 
forsaken. The ad below is the result of 
the store’s academic approach to adver- 
tising through its newspaper’s construc- 
tive assistance. 


* % * 


Result? Linage up substantially. A 
wavering newspaper advertiser made a 
confident advertiser. And direct res- 
ponse such as the advertiser had not 
known was possible from white space! 

In the newer ad, a strong headline and 
a great many selling stratagems were 
used, in adequate and good body copy. 
Too many people are concerned with 
what they “put out” for space. If they 


successful advertisers. 


learn to be concerned with what they 
“put into space,” they become far more 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 


and advertising 


Caan Town- 
Wads the 
Easter Parede 
with its wide 
selection of 


SPRING 
COATS . 


Compicte the ensemble : 
with a dress, shoes, hat, 
presse, gloves and lin- ~ 
g¢ vie. 


Use our 
q convenient 
lay-a-way plan 


CIRCUS TOWN 


2639 Beaver Ave. 4203 Chamberlain 
Seaverdale Shopping Center Roosevelt Shopping Center 


Beaverdale Store Open Fridiry Evenings 


Before 


Just like in a fairy tale, the most 
impish lietle girl will cuen into a lovely 
“Princess” in our flower-print polished 
cotton dresses. They wash and iron 
like a breeze and always look crisp and 
fresh. The full, ewirly ballerina 

skirt will delight big and little sister. 
Now is the best time to make your 
selection. 


Beaverdale and Roosevelt Shopping Centers 


Polished Cottons to Make Your Daughter 
pretty as a princess 


Choose from these two, and many other styles 
priced from $2.98 to $7.98. 


After 


| eG eee ye Pee Sate os kt Ce Ae eee ts ame Sage PRE PROM Pate aay ti ed eR Ree ee ts GERMS oy Sree) ey aa ' bd e : Ms <p e 3 a em ante * Ragas 
* ey a0 ’ F ee a Vy ep ae % te 2 - Cate Pi pi cae ee aS ae : o Nee # ee A oie ‘a hb L eee ae Rea rah cre 7b ee io ae rR a eye x “¥ i ge eds ie ne Se Se eu ye io “ey ae ees See Daly 5 eco Seis of 
1 Pi ie jos , ™ IR a er i s : i y ; . (oe al Bt Aes ig ; , Ae ee eatetclieh peaschanaleitclptsittarewey Shapaieits nate ae . 
eee , 
er rT 
46 .\ i 
r 
. 
ee t 
ee a 
ee > 
, | \ 
iJ 
Vy 
\; 
a 
é 
; ki 
i! 
E if 
r i 
bf 
' 
4 
f, 
1 ‘ 
| & 
{) 
: 
| } 
ee 4 iy 
| | | 
; 
| | &§ 
i § 
i 
: )\ 
| i< | 
' } Hy 
i = 
| &@ 
A i H H 
| 
i} } 
} , 
a 
ee 1 £ 
| | 7 
| 
| : 
1 
a g 
—_— 
po ae 1 | 
" 
, 
\ 
i. ae 
q a) 
‘ i } i | 
=, { q 
< | 
; i 
‘ ' 
i Bc : 
a ‘el “a | 
cn) | 
Co A be) ‘a 
Sizes 1-14 ‘ f 
. ie 
EE ‘g” oo. RS \ 
From H i N 
; al } 
a _ 
| o | § 
d Al 
] 4: 
CU 
a a 
) P| , ©@ 
a) 
| y 4 
| lUCUMie 
, | 
i f a 
fi 
ee te e 
, =, q 
a A Maes > J h 
ee ( {- ) ha } 
th 5 "« o . \ i] . } 
4 ed ray | 
“) ee hj f h \ a ‘ i 
\ AR > | a 
Aa hte , a 
C4 ‘ \ >a by j \ \ 
Leff om = 
@ o OS ohio) ae 
e ° | ' ) 
. ‘ Tiny Town f 
a T (mdiee 4 
a ees ¥ = Style. Shown a 
f ® > Jolt 5.98 fF, |, 
- Ad : Hi 
a | 
ee | | 
it 
yg Hy 
EE eee ‘a 
' es 
at : : ‘ a f we : : t ° : ’ - eae =.3 
les oad eek? + ge 1 vac paar Or ee Ee sabe. ie eae aa " . GON Me, es! Cee re g PRNEans Wei, he -< i PSSM os A i ee +3 ue Rae eed J et siete. aK. e ee ea Sere re 9 mae ite: ‘ j ae wey “te ea, Be * 
al eee Chen a tins bs Se Se ER re ae eens Pion, me ee BEES RR Pert OUR | eee ae ep Oy ges ea ae 2 op a, Se ec ae 2 lS Ie, Soca eee pe Dahinda Nn BS NE FOI Sn Be 


, 


leo a Se ee ge ee ee 
ee AE eA. Pet. 


cg 


ui 


> 
GROWING! 


Two and one half million farm families now enjoy a very com- 
fortable standard of living with more than the average number of 
conveniences and luxuries. Each year the number of these above 
average farm families has increased substantially.* So it will 
be again in 1955. 


Farm Journal’s business, like its market, is big and growing. 


Nearly half of all the above average farm families in 
America read Farm Journal every month. It is biggest 
by far where farming is best. 


Advertisers’ investments in Farm Journal have doubled 
in the last ten years. In 1954 they were nearly 40% 
greater than in any other farm magazine! 


Your farm market, our farm market, is growing. Farm Journal 
is the farm magazine farm families and advertisers depend on. 
Grow with us in your growing farm market. 
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*Growing percent of U.S. Farm Families Enjoying Above Average Economic Status. 


37.1% 38.1% 43.0% 


46th SCMR 47th SCMR 48th SCMR 


See the growth in “better than average” farm households revealed by three Starch 
Consumer Magazine Reports. Today there are 2,517,000 farm households listed in 
this prosperous category—an increase of more than a quarter of a million since 1952. 


~@ Consumer product? Sell the whole growing Country-Side market 
with the Country-Side Unit—F ARM JOURNAL and TOWN JOURNAL. 
Circulation now nearly 41% million. 


. 


FARM JOURNAL 


AMERICA’S LARGEST, MOST SUCCESSFUL FARM MAGAZINE 


Graham Patterson Richard J. Babcock 
Publisher President 
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Plastic Packaging 
Is $10 Billion Business, 
Says Olin’s Johnson 


PHILADELPHIA, Feb. 1—George 
R. Johnson, converter sales man- 
ager of Olin film division, Olin 
Mathieson Chemical Corp., de- 
clared last week that packaging 
has become a $10 billion industry 
and is gradually putting an end to 
“service selling.” 

- Mr. Johnson told the Sales Man- 
agers’ Assn. of Philadelphia that 
with the possible exception of 
mink coats and Cadillacs, selling 


in retail stores on the basis of serv- 
ice is “dead.” 

He reported that the trend to- 
ward pre-packaged foods is, in ac- 
cordance with the self-service 
trend, continuing at a strong pace. 
He estimated the potential market 
for cellophane in the fresh fruit 
and produce industry as 80,000,000 
lbs. a year; for polyethelene, 140,- 
000,000 Ibs. a year. 

Mr. Johnson said that Olin, 
which makes both of these packag- 
ing materials, will open its second 
cello plant this spring at Olin, Ind. 


® Textile producers now pack an 
estimated 5,000,000 Ibs. of goods 
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Self-Adhesive 


} Papers 
it’s 
passin 


ideal for labels, signs, bumper 
strips. Available in a large 
variety of papers, films and foils. 
Free samples, layout sheets for 
ad men, printers. Write today. 


AVERY Paper Company 
256 Chester Street « Painesvilie, Ohio 


The Maharajah of Utter Balder- 
dash permits only Fasson Out- 
door on his Gulistan V-8. 


with cellophane and 1,000,000 Ibs. 
with polyethelene. But Mr. John- 
son said the industry’s potentials 
are 25,000,000 and 15,000,000 Ibs. 
respectively. 

“There is more to the use of cel- 
lophane and polyethelene than the 
fact that it makes an appealing 
package,” Mr. Johnson said. He 
reported that one California prod- 
uce packer found that by removing 
carrot tops at the grower-shipper 
level and packaging the carrots in 
polyethelene bags, he saved the 
expense of paying freight on the 
carrot tops, which are usually cut 
off at the time of purchase. 


Three Publishers Cited 

The American Institute of Man- 
agement, New York, has awarded 
certificates of management excel- 
lence to McGraw-Hill Publishing 
Co., New York, Meredith Publish- 
ing Co., Des Moines, and Time Inc., 
New York. They are among 379 
American and Canadian com- 
panies to receive the awards. 


Brahm to Media Merchandising 
Richard W. Brahm has resigned 
as an account executive with 
WMCA, New York, to become 
president of Media-Merchandising, 
New York producer of “Party 
Time,” a new advertising-mer- 
chandising radio show aired six 
times a week on the station. 
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Advertising Age, February 7, 1955 


BIG ORDER—Part of what may be the world’s largest shipment of tv 


receivers is lowered into the hold 


of the S. S. Westfalen, bound for 


Cartagena, Colombia, whose government ordered 5,000 sets from 


the Raytheon Mfg. Co., Waltham, 


Mass. The Colombian government 


ordered the $500,000 worth of sets as part of its tv development 
program. 


American Can Will 
Use 3 Magazines in 
‘Favorite Meals’ Push 


New York, Feb. 2—American | 


Can Co., which returned to con- 
sumer advertising last year after 
a 13-year lapse, will continue its 
program in 1955 with a schedule 
of 19 four-color magazine spreads 
promoting canned foods. 
The spreads will appear in Good 
Housekeeping, Life and McCall’s, 
starting this month. | 
“Favorite American Meals” will | 


be featured in the series, with pic- | 


“Look’ Names Three 

Joseph Quinn, formerly general 
merchandising assistant in the pro- 
motion department of Look, New 
York, has been promoted to as- 
|sistant food merchandising mana- 
ger. Quentin Orza Jr., formerly 
with the Quality Bakers of Ameri- 
ca, has been named to succeed Mr. 
Quinn. John W. Dailey, formerly 
features editor of McCall’s, has 
been. appointed West Coast edito- 
rial manager of Look, a new post. 


WEWS Promotes Two 


Floyd E. Weidman, sales man- 
ager of WEWS, Cleveland, since 
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: : |} 1949, has been named general ex- 
tures erate the Pao and | ecutive of the tv station. Succeed- ,! 
Oy Cans how t ey oom be |ine Mr. Weidman as sales manager ( 
prepared quickly and easily, us- |is John H. Foley, a member of the fj 


It is the one magazine edited for 
employee food operations; circulating 


exclusively to Business and Industry; Tulare, Cal.; Mr. Lindsay was an| Evening DAILY TIMES / y 
, ; account executive with KLAC, 
covering the fastest growing segment Ses Angeles. Sunday DEMOCRAT & TIMES / 


of the food service market. With your 
advertising in Inplant you’ get maxi- 
mum coverage of this billion dollar 


market. 


INPLANT 


230 E. Ohio St., Chicago 11, Ill. © 30 Rockefeller Plaza, New York, N.Y. © 


FOOD 
MANAGEMENT 


220 Montgomery St., San Francisco 4, Calif. 


ing canned foods. Recipes will be 
integrated in the copy. 

F. G. Jewett, sales promotion | 
manager, said the campaign has 
two main purposes: (1) “to make 
women more aware of the wide 
variety of nutritious canned foods 
available to them” and (2) “to 
suggest new and varied uses of 
canned foods.” 

The campaign will again be mer- 
chandised to the grocery and can- 
ning industries. Color preprints, 
mats and glossy photographs of the 
ads will be made available to can- 
ners for local promotions. 

Young & Rubicam is the agency. 


KBIF Appoints Four 

John Poole Broadcasting Co. 
has appointed Dave Maxwell, 
formerly public service director of 
KBIG, Catalina, as general man- 
ager of KBIF, Fresno. He succeeds 
George Nickson, who has moved 
to the company’s Hollywood head- 
quarters. William J. Taylor, Jack 
Stubbs and George R. Lindsay 
have joined KBIF as account 
executives. Mr. Taylor, recently 
discharged from the U. S. Marine 
Corps, previously was manager 
of KTRF, Thief River Falls, Minn., 
and radio director of McCann- 
Erickson, San Juan, Puerto Rico. 
Mr. Stubbs formerly was an ac- 
count executive with KVVG, 


Miss Heferman Leaves Saks 
Miss Lillian Heferman, adver- 
tising manager of the Saks Fifth’ 
Avenue chain of department stores 
for the past five years, has re- 
signed, effective March 1. She 
was formerly branch-store adver- 
tising manager for ten years. Her 
future plans, she said, will be an- 


| Sales staff since 1949. 


‘Chicago Tribune’ Hikes Price 
The Chicago Tribune increased 
the price of its Sunday edition 
from 15¢ to 20¢, effective Feb. 6. 
The newspaper said the increase 
resulted from rising cost of news- 
print, labor and all other costs. 
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“You bet we promote sausage! 
It’s our biggest money-maker” 


fr Reparteanet. Bane Ber 


Years, comment - conan 98: rate sis kc es cdivaiciecl sSeusbs a. sic Science lle casas 
SAUSAGE SONG—Visking Corp. will use a cartoon style (left) this 
year to sell skinless wieners to housewives, and food store publica- 
tion insertions (right) to promote sausage merchandising and dis- 
play by grocers. Visking pushes sausage because, while it doesn’t 
make the stuff, it does make the casings that sausage makers use 
to hold the meat product together. 


Visking Prepares Campaign to Sell Product 
Consumers Don't Taste, Don't See, Don’t Buy 


Cuicaco, Feb. 2—‘‘We advertise| Mr. Hemrich. An important part of 


something we don’t make to sell 
something the customer never 
sees.” 

That’s how W. R. Hemrich, ad 
manager of Visking Corp., de- 
scribes the work of his department. 
Visking makes skins for skinless 
wieners—a product with no retail 
demand. So the company has 
adopted a variety of ways to in- 
duce housewives to buy the skin- 
less franks, and leaves the product 
selling work to its 32 salesmen. 

The salesmen will meet next 
week to hear how Visking plans 
to build its business through house- 
wives. 

And they also will hear details 
of a sausage casing made of sea- 
weed. 


= The seaweed product is more 
practical than it sounds. It is to be 
used by pork sausage makers who 
understandably are not interested 
in an inedible synthetic casing— 
like the wiener cover—that melts 
when fried. 

Seaweed, according to the re- 
search men, can serve as the base 
of a material that fries and tastes 
well enough to go with pork, thus 
giving the synthetic another slice 
of what at one time was a mono- 
poly of whoever might have the 
corner on the supply of animal in- 
ternal organs. 

Now skinless skins hold frank- 
furters together until cooking and 
then are stripped off in the packing 
plant before hot dogs are put into 
consumer wrappings. It’s a busi- 
ness that has developed big vol- 
ume. 

Last year’s figures have not been 
assembled yet, but the meat indus- 
try sales are expected to top 750,- 
000,000 pounds of wieners. More 
important to Visking (which says 
it’s the largest in the skinless 
field), about 85% of the product 
had factory-removed cellulose cov- 
ers. 

The business sounds even more 
impressive when measured in 
number of wieners—from six to 
12 to a pound—or in miles of cas- 
ing. 


s Most of Visking’s $300,000 sau- 
sage casing promotional money 
will go into a consumer advertis- 
ing campaign. In the spring the 
company will break a $5,000 con- 
test for frankfurter buyers. A re- 
peat of a successful promotion of 
last fall, it will offer prizes for 
baby photos—each accompanied by 
proof of purchase of skinless wien- 
Ss. 
“oo previous event attracted 
about 100,000 entries, according to 


the buildup is preparation of dis- 
play materials which are sold to 
meat packers at cost by Visking 
and imprinted by the casing maker 
with the packers’ brands. 

Ten million entry blanks are be- 
ing printed for the spring contest. 
The promotion will get assistance 
from Visking’s consumer ad pro- 
gram in May with insertions in 
Life and Parents’ Magazine. 


= Other consumer advertising will 
center on the theme “Serve Sau- 
sage Often” and will run in Family 
Circle, Forecast for. Home Econo- 
mists, McCall’s and Woman’s Day, 
in addition to Life and Parents’. 
The series of three ads, prepared 
by Weiss & Geller, Chicago, departs 
from previous Visking campaigns 
by using big, simple art in cartoon 
style, lots of white space and short 
copy on the merits of sausage. 
Nothing is said about sausage cas- 
ings in advertising directed at 


and nutrition are spotlighted. 

This fall the company probably 
will repeat its “Weeny Witch” pro- 
motion that last year ran in 94 
newspaper comics sections (AA, 
Oct. 4). Started in 1940, it is in- 
tended to combat a post-Labor Day 
sales drop by encouraging the con- 
sumption of hot dogs at Hallowe’en 
parties. 


= Another important part of the 
Visking program is its ad series in 
food business papers. The ads also 
pay little attention to Visking’s 
product and concentrate on sau- 
sage. A typical ad carries testi- 
monials of supermarket operators 
on how sausage sales are boosted 
through proper display and mer- 
chandising. This series will run in 
Meat & Food Merchandising, Nar- 
gus Bulletin and Supermarket 
News. 

Down-the-line selling of sausage 
casings is left to the sales force 
plus packer trade papers. Visking 
uses Meat, National Provisioner 
and Western Meat Industry in this 
phase. 

In addition to sausage casings 
(also manufactured in two Cana- 
dian plants and advertised there 
via F. H. Hayhurst Co., Toronto) 
Visking makes polyethylene film 
and non-woven cloth, advertising 
for which is prepared by C. Wen- 
del Muench & Co., Chicago. 


‘Rollins Joins Cockerell 

Carle E. Rollins Jr., formerly 
with Western Family, has joined 
John Cockerell & Associates, Chi- 


housewives. Instead, taste, variety 
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Advertising Age, February 7, 1955 
" ‘he can reach 34,193,000 undupli-| progressively greater as you go Nl 
Who Listens to ‘cated homes, Mr. Beville stated. around the country counter-clock- ; oan 7 
7 iA? Other highlights of the study, | wise.” 2 ! 
Nighttime Radio: which is based on 16,000 inter-| Analyzed by age groups this is — 


views made 


in the four-month| the radio listening picture: 
NBC Offers Answer period ending March, 1954: Evening Radio Group t 
NEW YorK, Feb. 1—The Na- “1. On any given night 19,704,-|Age Group Listeners Penetration (%) t 
tional Broadcasting Co. has an 000 households are tuned to radio. | 10-17 9,225,000 50.7 j 
answer for those skeptical spon-| “2. Per cent of households with | 18-25 6,525,000 50.9 ; 
sors who say, “But who listens to|/one or more radio sets is 94.3 as | 26-35 10,519,000 40.1 ¥ 
nighttime radio any more?” compared with 60.3 for tv sets. | 36-45 9,450,000 40.9 i 
NBC’s answer, based on a sur-|; “3. In the Northeast where tv | 46-55 8,212,000 45.4 { 
vey by Daniel Starch & Staff: One|saturation is high, evening radio | 56 and over 12,319,000 52.0 f 


out of every two people aged ten 
or older in the U.S. And more than 
half of those who are in the night- 
time radio audience on an average 
night listen two hours or more. 
Hugh M. Beville, director of re- 
search and planning for the net- 


reaches more than one out of ev- 
ery three persons on an average 
evening. 

“4. In cities with over 500,000 
population—tv’s main stronghold 
—evening radio had 9,675,000 lis- 
teners last night. 


The NBC-Starch figures on av- 
erage evening radio penetration 
in every educational group: 

Evening Radio 

Listeners Group 
(18 yrs. & older) Penetration (%) 
Grammar 


Education 


work, points out the study shows| “5. In the biggest markets in the | school 16,788,000 47.5 
that an advertiser can cover 90.7% country evening radio reaches High school 21,867,000 43.0 
of all U. S. households by adding | 36.7% of all persons over ten on College 8,370,000 47.1 


evening radio to evening tv. 


an average evening. In the rest of 


A sponsor who uses evening the country evening radio reaches Gray Joins ‘Boys’ Life’ : ~ NO 
radio as a supplement to daytime about one out of every two indi-| Harold Gray, formerly with | are 
tv can reach 31,203,000 undupli- | viduals.” Collier’s, has been appointed east- i de 
cated households; if he combines| NBC pointed out that “the pen-|ern advertising manager of Boys 1 Cit 
evening radio and daytime radio, etration of evening radio grows| Life. : 
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cago, media representative, as’ 


space salesman for Workbasket. — 


We've got it all sewn up for you on WLW Radio. You get 

double your money's worth. Only WLW’s Radio two-for-one plan 
guarantees you an additional doliar or more in expert 

merchandising and promotion for every advertising dollar you spend. 
Let us unwind a neat promotion for your product... and give 

your ad dollar double duty. Yes, we'll trade two dollars of ours 

for every one dollar of yours! We'll prove that... 
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NOBODY VS. ANYBODY—Two New Britain, Conn., stores 
are battling it out over which is nobody and which 
is anybody who is undersold by nobody. Birnbaum 
City took the 14 columns at left to assert the slightly 


familiar claim about nobody but nobody on Pages 
8 and 9, only to have New Britain Sales Co. come 
back, on Page 13, same paper, same day, and assert 
it actually is nobody. 


Atlanta Ad Institute Set 

“Southern Markets in Motion 
will be the theme of the sixth an- 
nual Atlanta Advertising Institute 
scheduled March 18 and 19 in Em- 
ory University’s alumni memorial 
building. The institute is sponsored 
by the Atlanta Advertising Club 
and Emory U. for southern adver- 
tising men and women. 


” 


Gosse Breaks Salmon Drive 

F. A. Gosse Co., Seattle, is 
launching a newspaper campaign 
for its Red Breast Blueback salmon 
in the New York metropolitan area. 
Weekly insertions of 56 lines, 200 
lines and 500 lines will run from 
Feb. 10 through Labor Day. Fair- 
fax Inc. is the agency. 


Weitzen Named Gruen Head 

Edward H. Weitzen has been 
named president of Gruen Watch 
Co., Cincinnati. He formerly was 
'v.p. in charge of marketing for 
American Machine & Foundry Co., 
and had previously been with Bul- 
‘ova Watch Co. 
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Fair Trade Prices 
Limit Book Club, 
FTC Examiner Rules 


WASHINGTON, Feb. 1—A Federal 
Trade Commission hearing exam- 
iner ruled last week that a book 
publisher who operates a book club 
cannot undersell the fair trade 
price he fixes on _ books sold 
through retail bookstores. 

In an initial decision in the com- 
mission’s case against Doubleday & 
Co., Garden City, Long Island, 
Examiner Frank Hier found that 
Literary Guild, a Doubleday sub- 
sidiary, acted illegally when it 
sold Doubleday books at unre- 
stricted prices, while booksellers 
were held to fair trade prices. 

On another count, he followed 
the policy spelled out by the com- 
mission two weeks ago in the East- 
man Kodak case and said Double- 
day can fair trade its books in 
states where it operates retail 
stores, so long as the Doubleday 
stores charge the same fair trade 
price that independent retailers 
are required to charge. 


= Mr. Hier said, however, that 
Doubleday cannot enter into price 
agreements with Book-of-the- 
Month Club in the four states 
where it operates stores. The price 
arrangements are part cf an agree- 
ment which enables the club to 
lease Doubleday plates, but Mr. 
Hier said such agreement would 
be illegal in states where Double- 
day is selling at retail in competi- 
tion with Book-of-the-Month Club. 

The case is the first of several 
in the book publishing field. An- 
other phase, involving quantity 
discounts, was decided against 
Doubleday. The decisions are sub- 
ject to review by the commission. 


WIJBK, WJBK-TV Appoints 

WJBK-TV, Detroit, has ap- 
pointed Robert Buchanan, formerly 
film director, to its sales staff. 
George Kenyon, recently released 
from the U.S. Army, has been ap- 
pointed film director of the tv sta- 
tion. WJBK, affiliated radio outlet, 
has named David Shannon to its 
sales staff. 


‘McCall's’ Adds Salesmen 


Gardiner W. White Jr., former- 
ly with Better Living, and Ray- 
mond Burnet, last with Sylvania 
Electric Co., have joined the sales 
staff of McCall’s, New York. 
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Braun ~Ryan Turner 


HAMMING IT UP—Hey, look at my picture, begs George Ryan, Min- 
neapolis photographer, of Terry Braun, Twin Cities commercial 
art model, who is busy admiring a poster rendered by Ernie Turn- 
er, v.p. and executive art director of Campbell-Mithun, Minneapolis. 
Both men were gold medal award winners in the first annual Twin 
Cities advertising and editorial art show. Ryan won with his “best 
illustration” Kodachrome transparency, Turner with his poster, 
judged “best design of complete advertisement.” The show was 
sponsored by the Art Directors Club of Minneapolis and St. Paul. 
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Allen Mitchell Nixon 


OPEN DOORS—Car card prepared by Fairfax Inc., New York, for 
the Advertising Council’s campaign to publicize the government’s 
non-discriminatory employment policy is examined by Ralph S. 
Allen, manager, Washington office of Philbin & Coine, representing 
the Ad Council and 350 transit systems; Secretary of Labor James 
P. Mitchell and Vice-President Richard M. Nixon, who is chair- 
man of the President’s committee on government contracts. 


PEEPING VAUGHN—Kenyon & Eckhardt took the hit movie, “Rear Window,” as inspira- 
tion for RCA Victor’s live color commercial on a recent “Producer’s Showcase” tele- 
cast (NBC-TV). Vaughn Monroe is the nosey neighbor. A closeup of a cast on Mr. 
Monroe’s leg told the viewer what was coming. The newlyweds were observed through 


REVIEW 
OF THE 
WEEK 


Kraemer Hoffman Miller 


LABEL SIGNATORY?—Mitch Miller, director of artists for Columbia 
Records, autographs the first record of “European Holiday” for 
Warren E. Kraemer, Scandinavian Airlines System v.p., as Ed Hoff- 
man, Burke Dowling Adams Inc., v.p. looks on. (Story on Page 32.) 


Fresh Frozen Packoged Fish Sticks and Fillets 


Tela 


< eer 


en er RE ee ee ed 


PRIZE CATCH—Boston Bonnie Fish- 
eries is launching its first trade 
campaign for fresh frozen packaged 
fish sticks and fillets. The ads fea- 
ture a new slogan: “Best...No 
Bones About It!” The campaign 
will appear in frozen food publica- 
tions and will be merchandised 
with monthly calendars, also dis- 
playing the Bonnie mermaid. Sil- 
ton Brothers, Boston, is the agency. 


RING BUOY—“Operation Wife-Saver,” second in a series of customer 

relations promotions by U. S. Steel Corp., will use space in Better 

Farming, Better Homes & Gardens, Home Modernizing, Small 

Homes Guide and The Saturday Evening Post in April and May. 
Batten, Barton, Durstine & Osborn is the agency. 


ARF CITATION—Marion Harper Jr. 
(left), president of McCann-Erick- 
son, recently received a citation in 
recognition of his services to Ad- 
vertising Research Foundation 
fom Fred B. Manchee, exec. v.p. 
and treasurer, Batten, Barton, Dur- 
stine & Osborn, new ARF board 
chairman. Mr. Harper has been 
an ARF director since April, 1948; 
he served as board chairman from 
December, 1953 to December, ’54. 


the window, in a room completely unfurnished—except for an RCA Victor tv set. 
Another neighbor, a little old lady, also under scrutiny, was being made happy by a 
gift from her friends. Her present? An RCA tv set, of course. A final shot of the 
other side of the plaster cast thanked viewers for watching. 
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Chappell Suit Over Offers Publishing Course 


George Washington University, | 


Agency Contract Put ‘Washington, has announced a> 
course in business journalism dur- | 
on Court Calendar 


‘ing the spring term, beginning Feb. | 
; 7. Designed primarily for jour-| 
New York, Feb. 1—A motion | nalism and business administration | 
by Charles Chappell, once an exec. majors, it surveys the entire field 
v.p. of Owen & Chappell, to ob-| of business paper publishing, in- 
tain partial judgment for $7,546 cluding circulation, advertising, 
from John H. Owen and Lois C.| writing and editorial presentation. 
Owen was denied last week and |The course will be taught by Rob- 
Mr. Chappell’s $100,000 breach of | ert Willson, of the department of 
contract suit has been placed on journalism, and guest lecturers. 
the general court calendar. 


This is the latest action in a | . ; 
suit that was instituted last spring | ee ae — reg 
amilton eta roducts Co., 


when Mr. Chappell filed papers . ‘ 
charging that the defendants had | Hamilton, O., will use color maga- 
violated an agreement whereby | Zine spreads this spring to promote 
he was to receive one-third of its line of Skotch Koolers, grills 
Owen & Chappell’s net profit in| and other products to be intro- 
addition to his annual salary of | duced. Insertions are scheduled for 
$17,000 as exec. v.p. and crea-|June issues of Coronet, Esquire 
tive head. and Look. Some radio and televi- 


The defendants deny the exist- | sion may also be used. Leber &| 


y Think 1's ABOUT TIME WE MODERNIZE OUR PROCESSING. “ 


A CLISSOLD BUSINESSPAPER 
105 W. Adams $1., Chicago, Hil. 


THE CANNER © BAKING INDUSTRY 
_ HOSPITAL MANAGEMENT 


{Sas SS Se 


Most respected publication 

Largest ABC Circulation 

Vertical coverage—no waste circulation 
Highest Renewal percentage—82.50% 
High Editorial Prestige 

New Editor—New Format 

New Editorial features that 

build high readership 


If your Product is used in the 


$5 billion Food Processing Field 


the best place to sell it is through the 


e CANNERS 
¢ PACKERS 


contend that the additional com- 
pensation paid to Mr. Chappell 
were bonuses and incentive pay- | 
ments for service rendered, not | 
an equal share of the profits as 
alleged. 


ence of such an agreement and | Katz, New York, is the agency. 


® In his complaint, Mr. Chappell 
contends that about June, 1945, he 
entered into a written agreement 
with Mr. Owen which, among 
other provisions, included one- 
third of Owen & Chappell’s net 


profits after taxes. The plaintiff 
maintains that while the written | 
agreement was for one year, an 
oral agreement existed thereafter | 
for the same financial arrange- | 
ments, except that Mr. Chappell | 
would no longer have an option | 
to buy stock in the agency. 

He contends that the agreement | 
was in full force when Owen &| 
Chappell liquidated in the fall of | 
1952 (AA, Sept. 15, ’52) and he, | 
along with Mr. Owen and most of | 
the agency’s accounts, joined Ken- | 
yon & Eckhardt. 

Mr. Chappell declares that he) 
was never shown how net profits 
were computed and that his al- 
leged one-third share was “false 
and incorrect and _ erroneously 
computed. ..and was substantially 
less than what plaintiff would 
have received as his rightful share 
of the net profits...” 


= He estimates that between 1946 
and the agency’s dissolution in 
1952, his share of the net profits 
was $100,000 more than he re- 
ceived and he demands judgment 
in that amount. 

In his denial, Mr. Owen de- 
clares that the payments, in addi- 
tion to salary, which amounted to 
$116,800 before taxes and deduc- 
tions between 1946 and the first 
ten months of 1952, were made as 
“additional compensation and 
were made in the absence of any 
contract requiring any such addi- 
tional compensation to be paid to 
the plaintiff by any of the defend- 
ants in any amount.” 

Mr. Chappell never cashed the 
last check and applied for the par- 
tial judgment in that amount. The 
judge denied the motion on the 
grounds that Mr_ Chappell’s re- 
tention of the check indicates an 
unwillingness to accede to the 
terms of its delivery. 

The case is expected to come to 
trial in several months. 

Mr. Chappell was copy chief of 
Kudner Agency and left there to 
join up with Mr. Owen in 1945. 
When Owen & Chappell liqui- 
dated, Mr. Owen joined K&E as a 
v.p. and account supervisor and 
Mr. Chappell came over as a con- 
sultant and vice-chairman of the 
review board. Mr. Chappell left 
the agency in September, 1953. 


here’s what happened: 


Callahan Joins Schenley 
Henry Callahan, for the past ten’ ra 

years window display director of 

Lord & Taylor, New York, has 

joined Schenley Industries, New 

York, as visual sales consultant. | 


STATE FARM 


How SCOTCHLITE hel 


REFLECTIVE SHEETING 


When State Farm Mutual Insurance Co. changed their famous trade- 
mark emblem—the “honored badge of a careful driver” —from a metal 
tag to a reflective bumper emblem made with “Scotchlite”’ Sheeting, 


Policyholder use of the emblem jumped tremendously. Today more 
than 1I-million cars in the State Farm territories are displaying the 
State Farm emblem to the most logical prospects—other drivers. This 
is profitable, result-producing identification — round-the-clock identifi- 
cation that could pay off for your product too! 

“Scotchlite” Reflective Sheeting gives emblems and point-of-sale 
material full-color day and night selling power. It is longer lasting... 
easy to apply . . . color-fast and crack-proof; sticks to glass, porcelain, 
stainless steel, aluminum, and many other surfaces usually considered 
poor for applying adhesive sign materials. The bright reflective qualities 
last throughout the life of the emblem. 


If you'd like more information on powerful selling emblems like the 
reflective emblems shown here, just write to Dept. AA-25, Minnesota 
Mining and Mfg. Co., St. Paul 6, Minn. 


Sco 


REG U5. PAT. OFF, 


CHLITE ff hina y 


REFLECTIVE SHEETING 


INSURANCE 
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ped put this famous 
emblem on more than a million cars! 
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A Little ‘Try Again’ Goes a Long Way, 
Ketchum Learns from TV Double Dribble 


PitTsBuRGH, Feb. 1—‘“A little 
experience goes a long way’’—or, 
if you prefer, “Try, try again.” 

Either wheeze is adaptable to a 
recent blood-sweating telecast 
problem successfully engineered 
on one week’s notice by Ketchum, 
MacLeod & Grove. 

It required some flashy gyra- 
tions by the agency to carry out 
for a Buffalo account a remote 
broadcast and separately remote 
commercials of the Dec. 27 Niag- 
ara-UCLA basketball tourney 
opener at Madison Square Garden 
in New York City. 


s Here was the problem: 

Chevrolet Dealers Assn., a 
Ketchum client, requested tele- 
vised coverage of the Niagara 
squad’s play during the holiday 
competition for its Buffalo Chev- 
rolet dealers, with airing only in 
Buffalo. 

Buffalo’s WBEN-TV was to 
screen the game. New York’s 
WPIX was to pick it up from the 
Garden and order transmission 
loops to the AT&T test board in 
New York. WBEN-TV ordered the 
long lines from New York to Buf- 
falo. 

E. J. Donaldson, Ketchum’s as- 
sociate director of radio-tv, and 
Don Fox, an agency producer, 
were in charge of the operation. 


= Biggest initial problem? The 
commercials were to employ the 
display of an automobile. And. 
WBEN-TV is atop the Statler Ho- 
tel in Buffalo, while WPIX is lo-. 
cated high in the Daily News 
Bldg. in New York. Other New 
York facilities weren’t available;) 
anyhow the expense factor would 
have been prohibitive had they 
been handy. 

Aware that Syracuse station 
WHEN-TV carried suitable pro-| 
duction facilities for commercials| 
requiring an automobile, the agen-| 
cy made plans for commercial tie- | 
ins there. Lines from New York 
to Buffalo would move via Syra- 
cuse, allowing commercials to be 
blended into the New York feed. 
An announcer was hired in Syra- 
cuse and the agency’s personnel | 
transportation was arranged. 

Then the downpour of troubles 
began. 

Hitch No. 1: The telephone com- 
pany couldn’t guarantee that the 


NATION'S LARGEST TRADE TERRITORY 


IN EL PASO > 
POSTAL RECEIPTS 


$2,485,905 


6.77 % INCREASE 
OVER 1953 


Che £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
- -30¢ Line BUYS BOTH! — 


Syracuse. And yet the agency felt 
the expense for setting up the 
first game obviously necessitated 
full coverage. 


second tourney game would be| So now Ketchum was back in 
routed through Syracuse if Niag- Buffalo, still with no place to go 
ara went into the second game) with the commercials. 

with LaSalle on the tournament’s 
third day. 


Odds were high, in fact, that it)having been originally abandoned 
would route the second game south| in favor of the better Syracuse 
to Philadelphia, then to Pittsburgh, | facilities. Donaldson and Fox flew 
then to Cleveland and finally to| to Buffalo—only to run smack in- 
Buffalo—thus “short-circuiting”| to Hitch No. 2: 


Next, Buffalo’s Memorial Aud- 
itorium was suggested again, after 


The post office substation, it 
developed, was occupying the aud- 
itorium space during the holiday 
rush, and that eliminated the nec- 
essary rehearsals and dry runs. 


= Hopes rose, however, when a 
decorator in Buffalo promised to 
have the area draped by 9:30 a.m. 
game day (Monday). WBEN-TV 
was to move in with crew and 
equipment at 6 a.m.; camera re- 
hearsals were slated for 10 a.m. 
Five live commercials were 
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planned at the Buffalo auditorium; 
all others—supers, time outs, and 
audio quickies—were slated for 
the Garden in New York. 
Donaldson was assigned to the 
WPIX control room with Jack 
Murphy, WPIX director; Fox was 
at the remote point in Memorial 
Auditorium with John Hutchins, 
WBEN-TV director; a third point 
was WBEN-TV’s master control 
at the Statler in Buffalo, and all 
three were linked by telephone. 
Donaldson checked into New 
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York and by game day had 
whipped that end into shape. At 
noon he called Buffalo—and en- 
countered Hitch No. 3: 

Fox, he discovered, had been de- 
layed by a wrecked train; instead 
of arriving in Buffalo at 3 a.m. 
Monday, he arrived at 9 a.m. 

Fox found the WBEN-TV crew 
processing on schedule, but— 
Hitch No. 4—an automobile de- 
livery slated for 9 a.m. rehearsals 
arrived at 11 a.m. instead. So cam- 
era rehearsal got under way at 


11:30 a.m. amid a flurry of last- 
minute lighting. 

“The rest was like preparing a 
banquet over an open camp fire,” 
Donaldson told AA. “Needless to 
say, all commerials had not been 
rehearsed by 2 p.m.” 


# During the game, renearsals 
continued after each commercial, 
sometimes being aired only seconds 
after completion. Between halves, 
Sportscaster Chuck Healy neatly 
stretched an interview with Du- 


quesne Coach Dudey Moore to al- 
low completion of rehearsal on 
the mid-point commercial. 
Gradually, the hustle and bustle 
gave way to reasonably smooth 
commercial operation, and the 
agency boys were looking forward 
to Wednesday’s game with grate- 
ful satisfaction, when a malignant 
fate administered Crusher No. 5: 
After piling up an 18-point lead 
in the first half, Niagara wilted, 
and booted the first game by a 


field goal. 


“All that effort,” sighs Donald- 
son, “for one ball game on a Mon- 
day afternoon.” 


Santa’s Castle Names Agency 

Santa Claus Castle Inc., North 
Pole, Alaska, has appointed Kope- 
land & Associates, Silver Spring, 
Md., to handle its sales promotion 
and advertising. Located 14 miles 
from Fairbanks, Santa Claus Cas- 
tle will offer a Santa Claus mer- 
chandising package, starting with 
the 1955 Christmas season. 


. 


uccesstful § 


TO KEEP 
CUSTOMERS 


« Pe C 
, 


Selling is an old profession with new problems. The 
basic steps to a sale are the same. The salesman must 
still contact the prospect, arouse his interest, create 
preference for his product . . . before making the pro- 
posal and closing the sale. 

But there are new angles. Because modern industry 


is more complex and more decentralized, the salesman 
must contact more people and travel more miles per 
sale. Add to these facts the problem of selling in a 
highly competitive market, and it becomes obvious 
that the salesman needs help. 

The best help you can give your sales force is con- 
sistent and adequate advertising in business publica- 
tions. Such advertising MECHANIZES the first three 
steps in the manufacture of a sale. It makes contact 
with known and unknown buying influences at pen- 
nies per call . . . enables the salesman to use his selling 
talents on the important pay-off steps of the sale... 
keeps his customers sold between calls. 

An interesting 20-page McGraw-Hill booklet, 
“‘Mechanizing Your Sales with Business Paper Adver- 
tising”’, is yours for the asking. Your McGraw-Hill 
salesman will be happy to give you a copy of this 
booklet, and also tell you about our sound slide film, 
“Plateau of Progress” which is available for showing 
at sales and management meetings. 


McGRAW-HILL 


PUBLISHING COMPANY, INC. 


App 330 WEST 42nd STREET 


NEW YORK 36, N. Y. 
Over a million men in business and industry pay to read McGraw-Hill Publications 
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Lennen & Newell Appoints 
Lowe and Miller V.P.s 

Henry W. Lowe and L. E. 
(Dusty) Miller have been ap- 
pointed senior v.p.s and manage- 
ment account supervisors at 


L. E. Miller Henry Lowe 


Lennen & Newell, New York. 
Mr. Lowe was with Compton 
Advertising and William Esty Co. 
before he joined Lennen & Newell 
in 1952. Mr. Miller joined L&N in 
1953 after serving as a sales exe- 
cutive with the Metro Group. He 
previously was with Colgate-Pal- 
molive Co., Biow Co. and Batten, 
Barton, Durstine & Osborn. 


World's largest Manufacturer 


of TOY BALLOONS 
for the 

© Biggest Variety Line 

* New Brilliant Colors 


* Helpful Promotion Tips 
¢ Prompt Fast Delivery 


GIANT BALLOONS 
Inflate up to 12 ft. Diameter 


¢ Eye catching, Indoors 
* Flying Display Outdoors 
© Strong—Long Life 


BALLOON INFLATOR 


low cost, Easy-to-use 

Clever Cardboard Pump 
* Doubles Balloon Sales 
e Attract Attention 
* Dealers love 
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Sugardale Names Ellington 


is the previous agency. 


Sugardale Provision Co., Canton, 
O., has appointed Ellington & Co., 
New York, to handle advertising 
for its line of frozen and processed 
meat products. Ruthrauff & Ryan 


eid BE ors A ae elk, “ad 2 oka Soe 
een Ok ag gt - 


Desfor Resigns from RCA 


Hal Desfor, publicity director of 
RCA Victor, Camden, N.J., has 
resigned, effective Feb. 1. He has 
been with RCA for the past 13 
years. His future plans are not 
definite. 


CHECK YOUR TEST AT NO EXTRA COST! 


Every 26 days we issue a Grocery and Drug In- 
ventory covering 900 items in 47 classifications. 


THIS GIVES YOU the following valuable basic information: 


Average units sold per store. 
Total units sold, all stores. 
Per cent of distribution. 
Total stock on hand. 
Sales inducements used. 


WRITE FOR DETAILS 
FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


Business Paper Success Story ... 


BRIDGEPORT, CONN., Feb. 2—The 
appliance division of Casco Prod- 
ucts Corp. made its mark ten years 
ago with the successful introduc- 
tion of an electric heating pad; and 
three years later it tackled the 
tough job of selling the Casco “tap- 
water” steam iron, in direct com- 
petition with the widely popular 
electric iron. 

Through aggressive advertising 
to the trade, keeping dealers in- 
formed of the consumer campaign 
and of all new and interesting de- 
velopments, the steam iron has 
been put across handsomely. Total 
jadvertising expenditures run 
around $1,000,000 a year, but they 
have paid off. 

The account is handled by Nor- 


Casco Builds Sales by Using Business 
Papers to Keep Retailers Informed 


man D. Waters & Associates, New 
York, and Sanford L. Hirschberg, 
exec. v.p., is account executive. 
The present general manager of 
Casco, John J. Reidy, was head of 
the appliance division when the 
new iron was put on the market, 
with Harry B. Davis, now ap- 
pliance sales manager in charge 
of sales and promotion. 

Mr. Hirschberg recalls with 
gratification the fashion in which 
these company executives took 
him into the family, as he puts 
‘it, to work out ways and means of 
|doing the marketing job. 


a “They took me right in and we 
formed a team which worked to- 
| eather as closely as possible,” Mr. 


"NEW ENGLAND markets are BEST known 


by the RETAIL 
company they 


“The soundest basis for investment of adver- 


tising and sales-promotional dollars in any New 


England market is Retail Sales potential’, says 
John W. Lightbody, District Manager, New 
England, for Standard Brands, Inc. 


“For example: to evaluate the Worcester, 


Massachusetts grocery market, the most reli- 


able yardstick of sales potential is annual Retail 
Grocery Sales which are in excess of $168 


million. Wholesale-grocery volume alone gives 


a disproportionate picture. Despite Worcester’s 
prominence as a wholesale-grocery-distribution- 
center, three of its major chains (Stop & Shop, 
First National and A&P with more than 75 


keep! 


John W. Lightbody, 


District Manager, New 


England, 


for Standard Brands, Inc. 


super markets) have their warehouse and dis- 


tribution centers outside of the Worcester area. 
“The Worcester Grocery Market .. . like 
most New England markets... is best known 


by its Retail Sales.” 


Local Level Knowledge is 
Decision-Making 


a Must for Top-Level 


e@ This advertisement is published in the inter- 


ests of fuller understanding of the Worcester, 


Massachusetts market by The Worcester Tele- 
gram, The Evening Gazette, and The Sunday 
Telegram. George F. Booth, publisher. Circula- 
tion daily, 156,445, Sunday, 103,999. 
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Hirschberg told ADVERTISING AGE. 
“There were lots of angles to fig- 
ure out, including of course the 
best way to spend the advertising 
appropriation to sell both the con- 
sumer and the dealers who were to 
handle the iron; but we worked all 
of these things out together, from 
the beginning and year by year, 
with the result that as of today 
the Casco iron is second in its 
highly competitive field only to 
GE. 

“Mr. Reidy and Mr. Davis have 
always believed strongly in the 
use of the trade papers reaching 
the hardware and appliance re- 
tailers, and they have been used, 
as recent examples emphatically 
show. We do not believe in the use 
of these papers just to ‘keep the 
name before the trade,’ but rather 
to present specific sales messages, 
especially the highlights of the in- 
creasingly impressive consumer 
campaign. These and other strong 
points for the information of the 
dealers have been kept before the 
trade right along, with outstanding 
results.” 

One point of obvious practical 
importance in this field, where the 
electric iron had most of the mar- 
ket (to the extent of an estimated 
90% six or seven years ago), has 
been the rapid development of the 
retail trade, both in numbers and 
activity. 

The Casco line itself illustrates 
the fashion in which improved 
merchandise has been made avail- 
able to dealers. The effective job 
of keeping them sold on such items 
as the steam iron through adver- 
tising in the business papers has 
had much to do with their growth. 


# Distribution to the dealers is 
through the jobbers covering the 
various fields, in which the hard- 
ware and appliance fields are per- 
haps the most important, with de- 
partment stores definitely in the 
picture and even some jewelry 
stores getting interested in the 
sales potentials of the iron and 
similar products. 

With both jobbers and retailers 
to be kept interested and con- 
cerned with the severely practical 
problems of moving the goods ov- 
er the counter, the device has been 
used of reproducing in full, with 
only an explanatory note added, 
the impressive spreads scheduled 
for appearance in leading con- 
sumer media. This kind of busi- 
ness paper copy has proved to 
have the double advantage of sell- 
ing the trade on the fact that the 
goods are to have a strong promo- 
tion push behind them and thus to 
induce the jobbers and dealers 
alike to stock the iron thus adver- 
tised. 

For example, a spread in The 
Saturday Evening Post was repro- 
duced in business papers with a 
red 4x5” card down in the corner 
giving the trade this interesting in- 
formation: 

“You. ..and 19,000,000 others will 
see this sales-clinching Casco dou- 
ble-spread ad in the Powerful Post 
out Sept. 26, 1953, plus double 
spreads and full-page ads in eight 
other top national magazines, all 
through fall and Christmas. It’s 
a $1,000,000 program that since 
January, 1953, has been keeping 
Casco dealers ‘sold out.’ Your job- 
ber’s salesman has all the details 
about Casco’s sales-making dealer 
tie-in program. Better order now!” 


# Another consumer piece of copy, 
a bleed spread with a solid blue 
background for a full-size illustra- 
tion of the iron, decorated with a 
few very life-like roses alongside, 
was effectively used in the busi- 
ness papers, with extra copy em- 
phasizing the handsome profit 
margin offered on the iron and re- 
minding the trade that “Casco has 
been oversold since January, 
1953,” with prospects for 1954 for 
even bigger sales. 

Not surprisingly, jobber and 
dealer orders resulted, and have 
continued to do so. The agency and 
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PROMOTION—Casco used reprints of this spread, which ran in The 

Saturday Evening Post during 1954, to promote its advertising and 

merchandising to retailers. Small box added in left corner contains 
Casco’s message to the dealers. 


the company give full credit to 
their consistent and spectacular 
use of the trade press as a vital 
part of the promotion campaign. 

The list in the business paper 
end of the steam-iron campaign 
includes Electrical Merchandising, 
Electrical South, Hardware Age, 
Housewares Review, New England 
Appliance & Television News and 
Retailing Daily. 

Continued advertising along 
these lines is in the picture for the 
immediate future, one develop- 
ment to be featured in 1955 being 
the addition of “decorator color” to 
the iron. This will enable copy in 
both consumer and business mag- 
azines to impress the reader with 
accurate reproductions of the color 
models, and, judging by the past, 
sales will respond in handsome 
fashion. 


GF Shiffs Nelson, Gordon 


Edgar S. Nelson has been named 
corporate manager of community 
relations by General Foods Corp., 
White Plains, N.Y. He succeeds 
Jean Gordon, who has been ap- 
pointed special associate in the 
office of the public relations direc- 
tor, Bruce Watson. Mr. Nelson 
joined GF last September after 
five years as supervisor of pub- 
lications and community relations 
for International Minerals & 
Chemical Corp., Chicago. Miss 
Gordon joined GF in 1940, and has 
served as assistant to the v.p. in 
charge of advertising, and as asso- 
ciate advertising manager for GF’s 
Post cereals division. 


Berlitz Slates Enlarged Drive 


Berlitz School of Languages, 
New York, will launch an enlarged 
campaign which will include news- 
papers, magazines and, for the first 
time since World War II, radio. 
Four 15-minute programs and one 
large hour show will run weekly 
over WQXR. Newspaper ads, as 
high as 400 lines, will run in the 
Christian Science Monitor, New 
York Herald Tribune, New York 
Times and Wall Street Journal. 
Berlitz will also use The New 
Yorker and Playbill. Calkins & 
Holden, New York, is the agency. 


Q-Tips Turns to Radio 


Q-Tips, New York, maker of 
sterilized swabs, is going on a radio 
splurge. The company is sponsor- 
ing Mary Margaret McBride’s new 
five-minute radio show (NBC) 
twice weekly as of Jan. 31 at 
10 a.m., EST. Lawrence C. Gum- 
binner Advertising Agency, New 
York, handles this account. The 
network radio push will be ac- 
companied by a national spot cam- 
paign in more than 40 markets. 
The spot drive will feature a 60- 
second jingle with a lullaby theme. 


R. L. Aste Heads Griffin 

Robert L. Aste, exec. v.p. of 
Griffin Mfg. Co., New York shoe 
polish manufacturer, has been 
elected to succeed his father, the 
late Anthony L. Aste, as president 


| 
| 


of the company. The new presi- 
dent will continue all of the re- 
sponsibilities he formerly had as 
exec. v.p. 


Onianias. Only Iprning- Goering (6 ate 


Eye-catching, humorous ads like these will con- 
tinue to make sales for your local dealers during 
1955 ... if you use Trade Mark Service in the 
“Yellow Pages’ of telephone directories. 


Millions will see these ads every month in 17 
leading national magazines including Saturday 
Evening Post, 
dens, Collier’s, Ladies’ Home Journal. This adver- 
tising is a continuation of a 27 year campaign 
which has built the ‘Yellow Pages’ into a national 


buying habit. 


When your trade-mark appears over a list of 
your dealers in 40 million directories across the 
nation ... or in those covering regional markets 
. .. you strengthen the link between your dealers 
and consumers at the local level. And these 
“Yellow Pages’ cartoon ads will work to boost the 
sales of your product. 


More information about Trade Mark Service in 
Standard Rate and Data (Consumer Edition). 


— 


4.13, 


chuckles a year— 
and a sales boost 
in every chuckle 
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Life, Look, Better Homes and Gar- 


Find It Fast 
; “In The 
Yellow Pages’ 
van) 


Nearest Dealer 
In The 


‘Yellow Pages’ 
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THIS EMBLEM IN YOUR ADVERTISING 
MEANS MORE BUSINESS FOR YOUR DEALERS 


Find It Fast 
in The 


‘Yellow Pag 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Canadian Post Office Is Consistent User of Informative Ads; 
Lack of U. S. Postal Ad Funds Called ‘Shocking’ 


To the Editor: Great minds 
think alike, even when separated 
by 3,000 miles of undefended 
border! 

I was quite interested in the 
recent report in ADVERTISING AGE 
that the U. S. Post Office Depart- 
ment has under way a campaign to 
persuade business men to “Mail 
Often and Early.” It interested me 
because we started just such a 
campaign for the Canadian Post 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


ESTABUSHED 1888 

PRESS CLIPPING BUREAU 

BArclay 7-537! 

165 Church Street New York 7, N.Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 


Office Department last November. 
But we did more than just issue a 
bulletin to postmasters. 

The Canadian Post Office De- 
partment, through our agency, 
used paid space to supplement the 
efforts of its public relations offi- 
cers across Canada. 

The department took 300 lines 
in daily newspapers in the princi- 
pal cities drawing attention to the 
advantage to business men of 
getting mail out of the office be- 
fore the end of the day. This 
daily newspaper advertising was 
complemented by half-page in- 
sertions in all horizontal business 
publications. The campaign is 
being continued in the first three 
months of 1955 in the business 
publications and it is likely to be 
carried on in the next fiscal year 
which begins April 1. 

The advertisements were sched- 
uled to coincide with the release 
of a circular from the local post 
offices to business organizations. 
We have reason to believe that the 
campaign has already been suc- 
cessful. In Toronto, on the day the 
advertisement appeared in the 
local newspapers, the main post 
office switchboard was so jammed 
with incoming calls from business 
men asking about the departure 
times of flights through the day 
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LOUISVILLE 
BELONGS ON 


ANY 


SUPPLEMENT 
SCHEDULE 


DID YOU KNOW? 


More than 80% of the 100 leading national advertisers in 1952 
used newspaper supplement advertising. Many advertisers using 
one or more of the three national supplements used the Louisville 
Courier-Journal Magazine to complete their supplemental schedule. 
In 1952, more than a 100 This Week advertisers placed a total of 
286,419 lines in the Louisville Courier-Journal Magazine. 


Send for your free copy of a new factual study of newspaper 
supplements. Write to: Promotion Department, The Courier- 


Journal, Loulsville 2, Kentucky. 


— 


Re SECS VILE oye 
Convier-Zournal 


SUNDAY MAGAZINE | 


Sunday Courter-Journal Circulation 303,238 « Member of The Locally Edited Growp 
Represented Nationally by The Branham Company 


that members of the staff were 
unable to cope with the calls. One 
immediate result was that about 25 
night workers had to be switched 
immediately to day work as the 
volume of business mail received 
during the day increased appreci- 
ably. 

The public relations division of 
the Canadian Post Office at 
Ottawa believes that permanent 
improvement will not be effected 
with only two or three insertions 
of an advertisement. Rather, such 
a change in the mailing habits of 
business people can only be 
achieved after a prolonged period 
of education. Advertising will have 
a most important part in this plan 
of reformation. 

I gather from your editorial of 
Dec. 20 that the American Post 
Office Department is not pro- 
vided with funds for advertising 
and public relations. This is shock- 
ing to us in Canada where the Post 
Office has employed paid adver- 
tising and public relations techni- 
ques for many years in order to 
inform the public about rate 
changes and about available postal 
services and also to obtain the 
cooperation of the public in the 
adoption of efficient mailing prac- 
tices which help the postal service 
to move mail faster and better. 

L. F. JONEs, 

Account Executive, Walsh 

Advertising Co., Toronto. 

. . - 


Public Service Ad 


Has a Light Touch 


To the Editor: I think you'll be 
interested in the enclosed ad as 
an example of the light touch in 
a public service message. It ran in 
the Columbus Citizen for Dec. 31. 

Copy was written by Harry 


Hamilton, of our staff, and the art 
and layout were done by Don 
Cotner, our own art director. 
CALVIN KyYTLE, 
Director of Public Informa- 
tion, Farm Bureau Insurance 
Cos., Columbus, O. 
* ~ . 
Creative Man, Take Note 


To the Editor: We have read 
with interest the comment appear- 
ing in “The Creative Man’s Cor- 
ner” (AA, Jan. 17). 

Like the expression, “It pays to 
advertise,” which has been around 
for a long time, Elmer Wheeler’s 
famous sizzle statement presup- 
poses an acceptable product. 

If you have information that 
Roma wines are in any way in- 
ferior, as the article seems to im- 
ply, I’m sure that our client would 
be most interested in hearing about 
it. Certainly, if it isn’t as good, 
or better, than any of its competi- 
tion, our client has been deluding 
himself and the public by invest- 
ing about $15,000,000 and 12 
years in telling a quality story 
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Piane schedules cover the full 24 hours 
through the day. In order to 

take advantage of the air facilities available 
for First Class Mail, 

MAIL EARLY and OFTEN through the day. 


©} SLED -VOUR MAIL} me 


> , Enquire at your Post Office 

4 for complete information about Air Parcel Post= 
it helps to speed your 

eh eae parcel mail. Be sure to have your 


3; aa Overseas Air Mail carefully weighed; prepay postage 


ie or RS 
ef Nia 


in full and prevent 
embarrassment with business contacts abrood. 


& CANADA POST OFFICE | 


HON. ALCIDE COTE, Q.C¢., M.P. 
& POSTMASTER GENERAL Aes 


W. J. TURNBULL 


POSTMASTER GENERAL 


about his wines and, incidentally, 
selling more wine than any other 
vintner. 

Assuming, on the other hand, 
that the Roma wineries have done 
a good job, surely a package im- 
provement (an exclusive one) 
should be helpful. 

The facts bear this out. Wherev- 
er the dripless bottle has been in- 
troduced, sales have improved. 

Nor are we neophytic enough to 
believe this came about entirely 
because the ads (or even the drip- 
less principle) instantly compelled 
consumer action. They did, how- 
ever, as we figured, comprise a 
newsworthy story for Roma and its 
distributor salesmen, leading to 
better displays and shelf positions 
and subsequent impulse buying at 
the point of sale. 


Forp SIBLEY, 


Vice-President & Manager, 
Foote, Cone & Belding, San 
Francisco. 


Sees Success for Ford Comics; 
Ralston Is an Old User 


To the Editor: Ford comics 
written up in your Jan. 17 issue 
is an unquestionably fine publica- 
tion, but it is not a “first.” 

We put out a magazine employ- 
ing continuity technique in 1948. 
Gene Hoy, one of our artists and 
now Purina art director, did the 
art work for this mailing. The pur- 
pose was to sell farmers on buying 
good chicks and using Purina 
starting and growing feeds. 500,000 
were mailed. 

You can go back many years 
before that to find the continuity 
or comic strip technique being 
used in our direct mail advertising. 
The first time that I can remember 
is about 1932, when a whole series 
of four-page mailings were pre- 
pared and sent out on lists varying 
in size from 100,000 to 500,000. 

Back in those days mést of the 
art work was done by Bill Sims, 


YOURS Yuee 


--- please request 
on your letterhead 


Packed with 
effective, 
usable profit 
making point 
of sale ideas! 


Just Out! Meyercord’s 
New Guide to Point of Sale 


DECAL SIGNS 


MEYERCORD ‘ Secal Sign 


We're proud of this magnificent new Meyercord presentation of 
point of sale decal signs ... and we want you to have your own 
personal copy. Just a note to Meyercord on your company letter- 
head will do the trick. Here, in a single booklet printed in many 
colors, you will find the best examples of sales producing per- 
manent point of purchase decal sign advertising... representing 
the gamut of products from food and soft drinks to paint and 
hardware. You will see how advertisers, from small regional 
operations to the national giants, use decal signs to influence 
customers at the point where sales are consummated —where the 
customer turns money into goods. Here are ideas galore for stim- 
ulating your own sales at the all-important point of purchase. 
Your copy is off the press, waiting for you. Write for it today. 


THE MEYERCORD co. 
Ula Longest Decabsrmania Manufacturers 


DEPT. C-201 
5323 WEST LAKE STREET 
CHICAGO 44, ILLINOIS 
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now manager of our hog and 
livestock advertising and C. C. 
Fawcett, present director of our 
Dog Chow sales promotion. 

If the Ford Motor Co. or the men 
of Meldrum & Fewsmith have any 
doubts about the reader interest 
of their book, we can tell them that 
we have always found readership 
very high in continuity type pre- 
sentations in our direct mail litera- 
ture. 

Wo. D. Bowle, 

Promotion Department, Rals- 

ton Purina Co., St. Louis. 

ry . * 


Bewails Low Level of Taste 
for a Delicate Subject 

To the Editor: Is the level of 
taste in other cities as low as it 
is in Detroit, with regard to such 
delicate subjects as funeral serv- 
ice? 

I am enclosing a typical ad 
from the Detroit Free Press, placed 


LARGER 
VOLUME 


U hi PERMITS 
GREATER 
SERVICE 


* 3 FULLY EQUIPPED, BEAUTIFULLY 
FURNISHED FUNERAL HOMES 


* 5 CHAPELS... ALL WITH ORGAN MUSIC 
* 25 PRIVATE IN.STATE ROOMS FOR FAMILIES 


* PARKING FOR 400 CARS 
CHOICE OF 38 FINER 


FUNERALS $150 10 $2475 


An imposing funeral complete in 
every detail with over 50 services 
including @ beautiful casket of rich 
design. constructed by one of 
America’s outstanding casket manu- 
facturers. Truly @ most appropriate 
memorial 


3 Outstanding Funeral Homes 
CENTRAL © Coss ct Canfield © TEmple 1-1144 
EAST « Harper at Lakepointe « LAkeview 1-313) 
WEST + McNichols ot Louder © VErmont 8-711 


by hard-driving, drum-beating 
Harris Funeral Parlors. 
For me, I wouldn’t be caught 
dead in one of their funerals! 
ANDREW T. HOWLETT, 
A. T. Howlett Advertising, 
Detroit. 
e > « 


‘Down the Drain’ Headline 
Does Another Ad Job 

To the Editor: Couldn’t help 
wondering if the agency that wrote 
the enclosed ad voted it their “Best 
of 1954,” or if the daughter of 
Young & Rubicam’s copy supervi- 


-- $57 pergal. 
Down The Drain! 


WRITE TODAY FOR 
FULL DETAILS! 


Tamco Fates 


SILVER COLLECTORS 435 vicrory st. 
 _ == LIMA, OHIO 


sor might be in the photo equip- 
ment business. [Cluett, Peabody’s 
Sanforized ad, AA, Jan. 24.] More 
proof that there’s nothing new un- 
der the sun. 
ROBERT GOLDFARB, 
Account Executive, Luckoff & 
Wayburn Inc., Detroit. 
. * ° 


‘Town Journal’ Is The Name 


To the Editor: We were proud 
to see Town Journal among the 


select few revenue gainers in the 
front page feature spot of your 
Jan. 17 issue. 

But we, sure as hell, viewed 
with the damp and frustrated eye 
the name you applied to Town 
Journal—Pathfinder. 

Fine old name that—but ‘twas 
yesteryear. 

E.riott D. ODELL, 
Vice-President and Advertis- 
ing Director, The Country- 
Side Unit—Town Journal and 
Farm Journal—New York. 

Our apologies—the old name 
lingered on too long. 

* + s 


Sealtest Photographer 
Speaks Up for Himself 
To the Editor: Mr. Woolf’s Jan. 
3 article, “Advertising Agencies 
Pick Their Best of 1954,” was most 
interesting and I was delighted at 
the selection made by N. W. Ayer. 
However, considering the 
amount of space taken up by the 
photograph and the complexity of 
it why not give the photographer, 


é 


in this case myself, a credit? 
GEORGE LAZARNICK, 

George Lazarnick Inc., New 

York. 

The photographer deserves cred- 
it for his important part of the 
Sealtest Ice Cream Circus spread. 

* . 
Spreads ‘Better Wiring’ Story 

To the Editor: In the latter 
part of 1954, the issue I do not 
know, ADVERTISING AGE ran an 
editorial article titled “Better 
Wiring Boosts Business.” (AA, 
Aug. 30.) 

The Los Angeles Department of 
Water and Power would like per- 
mission to reproduce this edi- 
torial article in a fieldman’s kit 
to be used in a six-month, inten- 
sive campaign to promote adequate 
wiring among home owners, 
builders, contractors and tract 
developers. ADVERTISING AGE will 
be credited on the page on which 
this article appears. 

RICHARD E. JAMES, 

Ruthrauff & Ryan Inc., Los 

Angeles. 
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been an account executive with 
the agency since November, 1953, 
and Mr. Fisher is executive art 
director. 


Brady Co. Names Two V. P.s 
Brady Co., Appleton, Wis., has | 

appointed Elmer A. Otte and Gor- 

don D. Fisher v.p.s. Mr. Otte has 


°F er LARGEST CIRCULATION 
of any daily news 


Too good 
to hide! 


ae of television sets is increasing so rapidly 


in lowa that nobody can keep up with it. 


The 1954 Iowa Radio and Television Audience Survey 


was made in March, 1954. At that time, over one-quarter 


of all TV sets were less than six months old — yet, 


in March, 59.6% of all lowa homes had television sets! 


Here are the five-year figures from the Annual Survey: 


INCREASE IN TELEVISION SET OWNERSHIP IN IOWA 


All homes surveyed 
Urban homes 
Village homes 
Farm homes 


1950 1951 1952 1953 1954 
Survey Survey Survey Survey Survey 
1.7% 11.8% 25.7% 38.2% 59.6% 
2.4 15.9 30.9 44.5 67.2 
1.3 8.7 21.0 32.7 53.3 
1.1 8.7 21.2 31.9 52.7 


Now there are more than 280,250 television sets 
in WHO-TV’s Central lowa — and 355,100 families. 


WHO.-TV is giving them the best programming there is — 


from the tallest antenna in the State. 
Ask Free & Peters for all the facts! 


WHO-TV 


Channel 13 - Des Moines + NBC 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Free & Peters, Inc. 
National Representatives 
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House of Vision 
Shows Vision in 
Advertising Effort 


Cuicaco, Feb. 2—Most pre- 
scription optical houses, being 
“semi-professional,” don’t adver- 
tise. But Bernard Spero, president 
of House of Vision, which operates 
retail outlets in 13 midwestern 
cities, is a business man as well as 
an engineer. He knows the value 
of advertising and has increased 
his business tremendously as a 
result of the advertising program 
the company has conducted in re- 
cent years. 

“Our ads must be non-commer- 
cial and dignified,” Mr. Spero told 
AA. “We want to talk to and about 
the doctors who will send their 
patients to us. We also want to 
educate the public. We don’t sell 
any merchandise in our ads.” 

According to Mr. Spero, optical 
houses seldom advertise, and when 
they do, they aren’t very imagina- 
tive. The advertising possibilities 
in filling prescriptions for glasses 
aren’t vast, but they definitely 
exist, judging from the ads of an 
optical house that limits its busi- 
ness to ophthalmologists’ prescrip- 
tions and considers itself among 
the most competent and progres- 
sive houses in the country. 


After many months of experi- 
ment on his own and trying sev- 
eral other agencies, Mr. Spero took 
his advertising problem to Stubbs 
& Montgomery, Chicago agency 
headed by Maid Marion Montgom- 
ery. 


= Miss Montgomery and her staff 
studied the optical business and 
came up with an ad that captured 
the spirit Mr. Spero wanted to get 
across. 

The progressive nature of the 
company, its thoroughly scientific 
and experimental operation and 
its ethical standards were exem- 
plified in the series of “educa- 
tional” ads prepared by Miss 
Montgomery. 

The basic ad format has run 
regularly in a growing schedule of 
daily and weekly newspapers in 
13 cities (since it started in the 
Chicago Daily News 12 years ago). 
The format features a pair of 
glasses and an educational head- 
line, such as: “Your glasses, a 
problem in engineering,” “Your 
child isn’t going blind,” “Baffled 
by bifocals?” 


™ More recently, a new ad style 
was developed. Highly styled 
“arty” ads use humorous lines 
to tell the same story—you may 
need new glasses if you aren’t 
seeing too well. Better see your 


1323 So. Wabash 
Chicago 5, Ilinois 


for almost the same cost as still slides. 


It's a new trend inspired by Filmack - 
pioneered - stop-motion techniques. 


FILMACK STUDIOS 


iio 
FOR 


Plus small cost 
of reproducing 
your art. 


SEND FOR 

SAMPLE REEL 
630 Ninth Ave 
New York, N.Y. 


aw come on 
live 
a little 


You glasses 
A PROBLEM IN ENGINEERING OR PHYSICS? 


a 


~ ee 
( -— t,v,=0 
+) = 


PP 


— 


You'd be surprised — 
we've found a trained 

lady, if its over engineer as essential as 

a physicist in the precision- 
grinding of lenses. That isn’t all— 


should see that 
your eye doctor (M.D) our optical technicians are mathematicians, 
psychologists and facial contour artists, all 


If he prescribes glasses — 


ey Gilding the lity! in one! Not that we're a jack-of-all-trades—we 
: have only one. But it is these things that make 
With @ pair of HOV. glamour glasses, of course the best eye physicians recommend HLOLY. Lt is 
these things that insure the technical aceu- 
racy, comfort and smart appearance of glasses 
by The House of Vision. 
CONSULT AN EYE PHYSICIAN IMD) FOR EYE EXAMINATION 
che House of Vision June. CONSULT AN EYE PHYSICIAN (M.D) FOR EYE EXAMINATION 
- * 
Creftsmen in Optics che Fhoyse of Vision Juc. 


30 NORTH MICHIGAN * 700 NORTH MICHIGAN « 4753 BROADWAY 
EVANSTON « HIGHLAND PARK * OAK PARK + AURORA 
MILWAUKEE 


Craftsmen in Optics 
30 NORTH MICHIGAN ~« 200 NORTH MICHIGAN + 4753 BROADWAY 
EVANSTON - HIGHLAND PARK + OAK PARK + AURORA 
MILWAUKEE + MINNEAPOLIS + DES MOINES 


MINNEAPOLIS DES MOINFS 


onoyv. 


EDUCATION PLUS GLAMOR—These two House of Vision ads combine 
the qualities of the optical company’s soft-sell advertising. The 
first, ‘aw come on” (Chicago Daily News, Jan. 13), suggests that 
the reader may not be seeing all he can. Medical advice is offered— 
“Lady, if it’s over three years (since you have had an eye exam- 
ination) you should see that man—your eye doctor (M.D.)” The 
second (Chicago Daily News, Jan. 17) explains that spectacle- 


making is a highly scientific operation. 


eye doctor. 

The artwork for the ads is Hope 
Taylor’s. Miss Montgomery writes 
most of the copy. 

House of Vision spent $100,000 
in advertising last year and ex- 
pects to increase its budget this 
year. Currently it sponsors Ed- 
ward R. Murrow on a Des Moines 
radio station. Mr. Spero and Miss 
Montgomery are now studying tv. 
“Although we think tv is an ex- 
cellent medium,” Mr. Spero said, 
“we haven’t found just the right 


thing. It has to be different. We 


i 


. ' ; f 
/ ye ‘om ae 


Tar Heels 
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Take a new look if you still believe precision manufactur- 


ing is done onl 


in the old established industrial centers. 


Example: Wright Machinery Company, a subsidiary of The 
Sperry Corporation. This Durham, N. C. firm is one of the 
nation’s largest developers and manufacturers of automatic 
packaging machines. It helps North Carolina rate more firsts 
in recognized market surveys than any other Southern state. 

Selling this big, buying State is no mystery. More 
North Carolinians listen to WPTF than to any other station. 


Free & Peters, national rep. 
NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


NORTH CAROLINA’S NUMBER ONE SALESMAN 
IN THE SOUTH’S NUMBER ONE STATE. 
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50,000 watts 
680 KC 


haven’t found it, but we will.” 

Other optical houses have ap- 
proached H.O.V. requesting the 
use of its series. Stubbs & Mont- 
gomery now syndicates the ads 
and sells the complete ad service 
to houses in areas not in competi- 
tion with H.O.V. 


Rebell to Calkins & Holden 

Warren Rebell has joined Cal- 
kins & Holden, New York, as di- 
rector of research, succeeding 
Thomas P. Crolius, who will de- 
vote full time to account executive 
duties. Mr. Rebell has been direc- 
tor of sales and public relations 
for Advertest Research, New 
Brunswick, N. J. 


‘Time’ Promotes Two 


Time has promoted two sales- 
men for its international editions. 
Stevens DeClerque has been ap- 
pointed advertising manager of 
the Cleveland office and George 
M. Newell has been named to a 
similar position in San Francisco. 


Advertising Age, February 7, 1955 


AFA Names Judges to Pick 
Advertising Woman of 1955 


The Advertising Federation of 
America, New York, has named 
Robert Gray, advertising-sales 
promotion manager of Esso Stand- 
ard Oil Co., chairman of judges to 
select the Advertising Woman of 
the Year for 1955. Serving with 
him are Earle Ludgin, president of 
Earle Ludgin & Co., and Beatrice 
Adams, exec. v.p. of Gardner Ad- 
vertising Co. 

Entries may be submitted by in- 
dividuals or organizations. The 
winner must be currently engaged 
in advertising and have made ma- 
jor contributions during her career 
to the growth and development of 
advertising. Entry deadline is 
April 1, and the award will be 
presented in June at the AFA’s 
annual convention in Chicago. 
Complete details are available 
from the Advertising Federation 
of America, 330 W. 42nd St., New 
York. 


Brown & Bigelow Promotes 2 

Thomas J. Rurik, v.p. in charge 
of the sales promotion department 
of Brown & Bigelow, St. Paul, has 
been named v.p. in charge of the 
creative department. Harry Huse, 
a member of the sales promotion 
department for the past year, has 
been promoted to manager of the 
department. Mr. Rurik joined the 
company in 1938, Mr. Huse in 
1925, the latter originating the Re- 
membrance Advertising  trade- 
mark used on the company’s ad- 
vertising specialties. 


Agency TV Staff Enlarged 

Biow-Beirn-Toigo, New York, 
has added three men to its tele- 
vision staff. They are Robert C. 
Kelly, formerly with Young & 
Rubicam, and Richard Holland, 
previously of Hollis Productions, 
both program supervisors, and 
Rodney Albright, formerly of 
Doherty, Clifford, Steers & Shen- 
field, who was appointed a film 
producer. 


Abdelnour Forms Company 


D. C. (Milt) Abdelnour, for the 
| past six years with H. C. Brill Co., 
| has resigned as national sales man- 
‘ager to form his own company, 
National Super Market Sales, 404 
| Fourth Ave., New York. The com- 
pany will represent a limited num- 
-ber of manufacturers operating 
through local brokers in the vari- 
ous marketing areas. 


Plus 


FUN WITH FOOD AND HELPFUL HINTS 


Only Merchandising and Advertising 
medium in Northern California offer- 
ing full retail support of more than 
2,000 independent food stores 


Editorialized Advertising in 36 newspapers 
with over one million ABC circulation... 


A must on any Northern Calif. schedule! 


FOR FURTHER INFORMATION SEE NEWSPAPER STANDARD RATE & DATA 
OR WRITE BONNIE HUBBARD, 342 GRANT AVE., SAN FRANCISCO, CALIF. 
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Requirements 


with INTENSIFIED COVERAGE 


of ADVERTISING MANAGEMENT 


Coverage unequaled or even approached by any other advertising 
publication of the major factors in the selection of supplies, 


Ox equipment and services used in production, promotion and 


Z 


merchandising—that’s the big sales punch available to you only in 
Advertising Requirements. 


Tailored to fit their needs, AR does not just reach advertising managers; it is reached for, 
eagerly, every month when it is delivered to over 13,000 ad manager desks. They know of, and 
appreciate its “how-it-was-done”’ articles that give them insight into techniques and 

methods used by other advertisers; they study the authoritative treatises on selection of materials 
they use every day; they look for products and services offered through its advertising columns. 
(And remember, 78.8% of all AR readers told us that they had either already bought, or 

were planning to buy, materials or services they saw advertised in Advertising Requirements! ) 


In short, AR is must reading every month for over 13,000 advertising 
managers—men who are tops in targets for sales promotion because 

they are tops in influence where purchases of materials or supplies used in the 
execution of advertising programs are concerned and for 8,500 others 
concerned with purchases of this kind. 


AR’s intensified coverage of this group is your 


assurance that your sales message can be delivered A co Vv E v4 T H & } v G 
to a tailored-to-fit audience—an audience of REQUIREMENTS 


prospects with the ability to buy, 


and who are ready to buy! Produttion * Promotion * Monchoudising 


Published by the publishers of 
Advertising Age and Industrial Marketing 


200 East Illinois Street, Chicago 11, Illinois 
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BY GOLLY, 
WE'VE DONE IT! 


bien 
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“For 34 years now I’ve been eased out 
of a lot of offices of AE’s, SM’s, media 
directors, space buyers, brokers and 
distributors with that old line—'if you 
only had a 50,000 city market’ ...Well, 
everything comes to him who waits. It’s 
taken a long time, but we finally made 
the big hill . . . so have a look at this 
beautiful new figure and start throwing 
those schedules over my transom.” 


BLOOMINGTON- 
NORMAL 


ILLINOIS y%& CITY ZONE 


NOW 


31,025 


® Biggest population gains in 
history 


® 600 new homes (Av. 
$15,000) in 10 subdivisions 


© Over 100 industrial plants 
going full tilt 


Illinois’ Fifth Largest 
Newspaper Retail Market 


$152 million subscriber purchases 


In addition to 99% carrier- 
delivered coverage of the im- 
portant Bloomington-Normal 
city zone, The Pantagraph has 
a big plus market of 77,744, 
representing 24,294 subscriber 
families in 85 communities— 
97% home delivered. Any 
wonder it’s a potential Stand- 
ard Metropolitan County 
Area. 
Get the new picture of the 
importance of the richest in- 
dustrial-farm area in the Mid- 
West. Get all the facts from 
Gilman, Nicoll & Ruthman, 
national advertising repre- 
sentatives, or write Perry La- 
Bounty, National Advertising 
Manager. 
*ABC Audit Report 
Sept. 30, 1954 
— Para 28-b 


Tue DAILY PANTAGRAPH 


BLOOMINGTON - NORMAL, ILLINOIS 
s 
127 mi. SW of Chicage — 157 mi. NE of St. Louls 


(Continued from Page 1) 
this time has made network affili- 
ation essential to profitable station 
operation. As a result, he asserted, 
“the real seat of power is in the 
principal officers of two or three, 
or at the most four, network or- 
ganizations located in New York, 
who have power to determine 
what is seen or heard in most 
homes in the U. S. during a large 
part of the broadcast day.” 


= One of the most effective ways 
to cut down network influence, he 
said, is to develop new program 
sources which would enable sta- 
tions to operate profitably without 
reliance on top network shows. 
But the development of other pro- 
gram sources hinges on the avail- 
ability of national spot advertising, 
Mr. Plotkin argued. And national 
spot, he continued, has been held 
back because of option time rights 
sanctioned by FCC’s chain broad- 
cast rules, which enable networks 
to preempt time which has been 
sold on a spot basis. 

Among the ideas discussed in 
the 44-page Plotkin report are 
these: 

Option time: With FCC rules 
permitting networks to preempt 
station time that has been sold to 
national spot advertisers, adver- 
tisers hesitate to invest heavily in 
programs placed on a spot basis. 
They are forced to buy through 
networks in order to be assured of 
station clearance. 


® This represents unfair discrimi- 
nation by the government in favor 
of networks and against spot ad- 
vertisers. Option time privileges 
should be eliminated entirely. Or 
at the very least, the option provi- 
sion should be modified to prevent 
networks from preempting time 
sold on a national or regional spot 
basis. 

Network affiliation: Information 
collected by the committee shows 
there is no consistent pattern fol- 
lowed by the networks in deter- 
mining who does or does not re- 
ceive network affiliation. While 
networks should not be required to 
offer their programs to any sta- 
tion that wants them, their stand- 
ards for picking affiliates should 
be submitted to the FCC and they 
should be required to supply pro- 
grams to all stations that meet the 
standard. In markets with four or 
less v.h.f. stations, no _ station 
should be permitted to devote more 
than a fixed percentage of its 
broadcast day to NBC or CBS. 


® Affiliation contracts: Terms of 
affiliation between stations and 
networks should be published by 
FCC. Existing rules which confine 
this data to the commission’s con- 
fidential file work against the best 
interests of the stations, because no 
one station knows the kind of a 
deal another station is getting. 
This is another example, Mr. Plot- 
kin says, of policies adopted by 
FCC which work against the in- 
terest of licensees, and to the ad- 
vantage of networks. 

Spot sales: “Any measure that 
results in increasing the amount of 
national advertising revenue that 
flows into producing programs on 
a national spot basis increases the 
sources of good programming and 
reduces the dependence which the 
affiliates have on the networks.” 

But “the national advertiser try- 
ing to make up his mind whether 
to place his program on a network 
or national spot basis finds himself 
faced, in many markets, with a 
single organization that is pro- 
moting the network’s interest and 
at the same time attempting to sell 
his program on a national spot 


basis. 
“The amount of revenue which 


Plotkin Report Charges FCC's Rules 
Discriminate Against National Spot 


the network derives from its net- 
work business is many times 
greater than the revenue it re- 
ceives from acting as representa- 
tive for national spot. While the 
respective networks’ sales depart- 
ments which deal with network 
sales and with national spot sales 
may be separate, the fact remains 
that all these departments are un- 
der the supervision of the oper- 
ating head of the entire company. 
His responsibility to the stockhold- 
ers and directors of the company 
is to insure that the operations of 
the organization result in a maxi- 
mum return to the company.” 

Station and network ownership: 
Single stations are at a severe dis- 
advantage in competing with mul- 
tiple owners for desirable network 
affiliations, as multiple owners 
tend to affiliate with the same net- 
work in all markets, and the 
superior bargaining power which 
such multiple owners possess 
makes competition by a single sta- 
tion owner for an NBC or CBS af- 
filiation “a pretty meaningless 
game.” 


=" The report suggests maximum 
tv’s in a multiple organization— 
now seven—be limited to three. It 
also suggests that ownership of 
stations by networks be confined 
to “talent centers, like New York, 
Chicago and Los Angeles.” Fur- 
ther, it suggests the time may be 
approaching for a rule ordering 
separate ownership of am and tv 
networks. 

U.h.f.: Over 118 permits already 
have been returned, and u.h.f.— 
which houses a large proportion of 
the tv grants and is essential to a 
nationwide competitive service—is 
in danger of starving. This hap- 
pens, in part, because stations need 
network service, and u.h.f. has 
been unable to get affiliation. If 
other good program sources were 
available, u.h.f. would develop 
more rapidly. As immediate aids 
to u.h.f., Mr. Plotkin rejects shift- 
ing all tv to u.h.f. He says this 
would be unfair to the public, 
which has a heavy investment in 
sets. 


® He advocates “de-intermixture” 
wherever possible, so that in se- 
lected markets, u.h.f. and v.h.f. 
would not be competing with each 
other. And he suggests Congress 
encourage production of u.h.f. sets 
by exempting all-channel receivers 
from the 10% federal excise tax. 
With the release of his report, 
Mr. Plotkin has gone off the com- 
mittee payroll, and returned to his 
desk at the law firm of Arnold, 
Fortas & Porter. Sen. Magnuson 
said a new counsel and staff will 
be selected within the next two 
weeks to continue the work. 
Meanwhile, Sen. John Bricker 
(R., O.), who got the investigation 
under way last fall, when he was 
chairman of the committee, said a 
study of the same problems by for- 
mer FCC Commissioner Robert 
Jones will be released from his of- 
fice next week. Mr. Jones was the 
“Republican counsel,” and Mr. 
Plotkin the “Democratic counsel.” 


® Contents of the Jones report are 
still a secret between Mr. Jones 
and Sen. Bricker. Reportedly there 
are fewer recommendations than 
in the Plotkin report. However, 
this week Sen. Bricker reintro- 
duced in the Senate the bill he 
sponsored last year to give the 
FCC authority to license tv and 
radio networks. 

The Plotkin report says no new 
legislation is needed to eliminate 
the various business practices 
which are alleged to contribute to 
network domination of the indus- 
try. 


In his lengthy discussion of the 


McDonald 


Fulham 


O'Connor Standen 


FISH STORY—Ad plans for Fulham Bros.’ “4 Fishermen” frozen sea- 
foods are discussed at a Boston sales meeting by James E. McDonald, 
Fulham’s general sales manager; John N. Fulham Jr., president, 
and two Tatham-Laird men, Mike O’Connor and Chuck Standen. 


effect of FCC’s chain broadcast 


‘or film company furnishing pro- 


rules, Mr. Plotkin observes FCC grams to television stations. The 


has never tried to check up on 
the effect of these rules, despite 
the fact that they have been in op- 
eration since 1943. He said the 
rules were carried over intact 
from radio to tv, without investi- 
gation to determine whether or 
not they were suited to it. 


® He says a study might indicate 
it would be better to repeal FCC’s 
chain broadcast rules entirely, let- 
ting the networks operate under 
the same anti-trust laws that ap- 
ply to other industries. 

“The significance of the time 
clearance and cancellation provi- 
sions cannot be minimized,” he 
said. “It is believed they create 
an artificial and competitive ad- 
vantage for the networks which 
helps explain the dominant posi- 
tion they occupy in the industry. 

“In other words, the network can 
assure the advertiser that there is 
very little likelihood that indi- 
vidual stations will cancel his pro- 
gram so long as the program is on 
the network. 


® “If, on the other hand, the ad- 
vertiser buys time on network-af- 
filiated stations on a spot basis, 
his program can be cancelled out 
by any station. And if enough sta- 
tions cancel out, the effectiveness 
on a national scale of the entire 
program may be adversely af- 
fected.” 

To end the “subordination of 
stations to networks” Mr. Plotkin 
calls for more national spot, which 
will mean new sources of good 
programming. “If the national spot 
advertiser could be assured that 
once his program was placed on a 
station it could not be displaced to 
make way for a network program, 
it is entirely possible that more 
time, money, and effort would be 
expended by national advertisers 
in developing good programs that 
would be available on a national 
spot basis. 


= “It may be that the network 
form of program presentation is 
so superior from the advertisers’ 
point of view that these advertis- 
ers would prefer to continue to de- 
vote their advertising budgets to 
sponsoring programs over net- 
works and not substantially in- 
crease program sponsorship on a 
national spot basis. However, 
there is no way of knowing wheth- 
er this is so unless all artificial re- 
strictions are removed.” 

Mr. Plotkin notes that existing 
option rules prohibit one network 
from preempting time held by an- 
other. “It is difficult to see why 
the network should be given this 
advantage over the national spot 


‘national advertiser, 


national spot representative or film 


company, having competed with 
the network for the business of a 
and having 
prevailed, should not find this suc- 
cessful effort thwarted by the de- 
vice of the network exercising its 
option and displacing the pro- 
gram.” 


® He says the practice may con- 
flict with the Supreme Court’s 
block-booking decision: “It is an 
even more virulent practice than 
block booking. Not only does it 
commit stations in advance to take 
a block of programming, but it is 
a combination or arrangement be- 
tween the networks and their af- 
filiates to oust the programs of im- 
portant competitors.” 

As to whether networks can op- 
erate without option rights, Mr. 
Plotkin—who helped draft the 
chain broadcasting rules—recalled 
that the networks contended that 
their operations would be helpless- 
ly crippled if these rules went in- 
to effect. “The regulations went 
into effect, and the networks sur- 
vived; indeed they prospered,” he 
said. 

The report deals in detail with 
exclusivity problems. It says net- 
works cannot be treated as com- 
mon carriers, forced to feed pro- 
grams to all stations that want 
them, because advertisers could not 
be induced to buy duplicate cov- 
erage in any market. 


® But pointing to the Supreme 
Court’s decision in the Associated 
Press case, the report said network 
affiliation has become so vital to 
stations that networks can be com- 
pelled to offer their service on a 
nondiscriminatory basis to all who 
want it, subject solely to the ex- 
ception that they should not be re- 
quired to duplicate their service 
in a market. 

To make sure network service is 
available to all who are entitled to 
it, Mr. Plotkin proposed that FCC 
require networks to adopt standard 
affiliation arrangements, these ar- 
rangements to be reviewed and 
approved by FCC. The right of first 
refusal in any market would re- 
main with the regular affiliate, 
but an effort should be made to 
see that popular programs which 
are not carried by the affiliate 
within a short period after the or- 
iginal broadcast become available 
to other stations in the same mar- 
ket. The proposal to limit the 
amount of time given NBC and 
CBS by v.h.f. stations in two, three 
and four station markets resembles 
plans proposed by the FCC and 
DuMont as a means of helping 
“weak networks” clear time in 
“monopoly” markets. 
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EDWARD E. ROTHMAN 


Mr. Rothman started with Campbell-Ewald’s production 
department in 1921 after graduating from Wharton School 
of Commerce, University of Pennsylvania. Most of his 
business life since then has been in the agency business, 
except when he was on the other side of the fence — in ad- 
vertising work with Ethyl Corporation and General Motors. 
While with Campbell-Ewald he graduated to account exec- 
utive, handling several GM accounts until he left the agency 
in 1936. During this period he also managed the Mack- 
Gratiot Chevrolet agency for the late Henry T. Ewald. 


Following service with Batten, Barton, Durstine & Osborn 
and MacManus, John & Adams he entered the U. S. Air 
Force as a captain, emerging as a lieutenant-colonel after 
three years overseas in the Middle East and Europe. Back 
in civilian life, he served briefly as secretary and a director 
of the E & B Brewing Company before returning to 
Campbell-Ewald as assistant general manager. He was pro- 


moted to general manager about four years ago. 


Father of two daughters, Mr. Rothman resides in sub- 
urban Birmingham, claims horses as his chief hobby. He 
is a member of both the Bloomfield Open Hunt and the 
Metamora Hunt Clubs; and is also a trustee of the Detroit 
Museum of Art Founders Society. 
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“... All the 
Important News in 
Advertising...” 


Says EDWARD E. ROTHMAN 


Senior Vice-President and 


General Manager 


Campbell-Ewald Company 


“Advertising Age — 

with its newspaper technique and breadth of 
coverage — presents the best and quickest résumé 
of all important news in the advertising business 

. .. It is quick to sense trends — both 

creative and business-wise. ... From my viewpoint, 


I find it a complete publication...” 
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Along the Media Path 


The Houston Chronicle captured 
top awards for the third time in 
five years in the Texas Associated 
Press Managers Assn.’s annual 
contest. This year’s award was for 


MEDICAL 
SAMPLING 
PROGRAM 


delivers your prod- 
uct into the hands of 
General Practitioners 
and Pediatricians. 


Guabantres 1O erouce 
TOUR PRESENT DETAILING 
ANO SAMPLING 


GB) MEDICAL SAMPLING CORP. « cog, 
225 LAFAYETTE ST.. N.Y,72, N.Y. ; 


ried 


the best Page 1 make-up of Texas 
newspapers with over 50,000 cir- 
culation. 

Publishing a large daily newspa- 
per in Texas was the subject of a 
special 20-page tabloid section of 


.|the Chronicle on Jan. 16. So many 


requests from schools and colleges 
in the territory were received that 
‘thousands of extra sections had to 
be run to meet the demand. 


e More than 100 department stores 
will tie in with Coronet’s May 
'“Summertime Living” promotion. 
|Each store is participating on an 
exclusive basis in its city. Feature 

sections in the May issue will show 
inew clothes and equipment for 
‘outdoor living and will emphasize 

“up-to-date” hot weather living. 
|Coronet is supplying participating 
| stores with a complete promotion 


CU a 


brings consistent week-in, week-out 
mail from every corner of the 
WESTERN MARKET (302 Counties in 12 States) 


39% GREATER MAIL RESPONSE 1954 OVER 1953 


proving the impact of KOA’s programs, personalities, 


and consistent listener loyalty. 


For Example: During 1954 on these three requests 
for mail, 23,194 CARDS AND LETTERS poured in without benefit 
ef prizes, fancy premiums, or gimmicks. 


ONE MAN’S FAMILY—KOA requested, over a 2-week period, 


listener preference for One Man’‘s Family over a proposed 


program — not a contest. 


ROLL CALL—During 2 weeks of KOA’S 30th Anniversary, 
listeners were asked when they first listened to KOA — not a contest. 


FOOD PACKETS—KOA’S “Home Forum” program offered 
recipe packets to lady listeners beginning in September. December 
alone brought 4300 requests — not a contest. 


This Proves KOA’s ever-increasing listener responsiveness 


GET UNDER THAT KOA UMBRELLA AND BE 
READY FOR A SHOWER OF SALES 


DENVER 
Covers The West...Best/ 


Se 


Write for “Umbrella Coverage” folder for 
details on KOA mail—and sales-pull. 


a tiedes bye Pa 
OS tee ae Reet 


and merchandising kit. 


e First issue of Western Meat In- 
dustry, a new business publication 
serving the meat industry in the 
11 western states, was mailed out 
on Jan. 25. It is being published by 
Span Publishing Co., 320 Market 
St., San Francisco 11. Donald E. 
Oman is the publisher. 


e TV Guide’s Jan. 8 issue, which 
featured as its cover story an ex- 
clusive article on Arthur Godfrey 
revealing he came close to death 
at the time of his hip operation, 
had a 3,000,000 circulation, 2,460,- 
000 of which were single copy 
newsstand sales, TV Guide reports. 


e Hablemos, the Latin American 
newspaper supplement, has com- 
pleted its first readership study, 
based on over 12,000 question- 
naires. Among the data uncovered: 
41.1% of the readers are men; 
51.2% own their homes; 30.4% 
have a car, and 49.6% have tra- 
veled outside their own countries. 
Copies of the study are available 
on request to Hablemos, 551 Fifth 
Ave., New York. 


e An 11-page story on Pfaff sew- 
ing machines will be featured in 
the spring issue of Modern Bride. 
The story, titled “Home in the 
Making,” tells how the bride and 
groom can save money when the 
bride sews for her new home. 
Readers will be directed to write 
to the Pfaff Sewing Institute for 
detailed instructions on how to 
make the home furnishings ensem- 
bles described in the story. 

The Pfaff organization plans a 
special campaign to promote the 
story, including four-color reprints 
made available to dealers, plus 
counter cards of a two-page full- 
color monogramming section fea- 
tured in the article. 


e The Wall Street Journal, be- 
mused with the idea that its pages 
appeal to women, has taken a full- 
page two-color ad in the February 
issue of Ladies’ Home Journal. The 
ad in almost its entirety was writ- 
ten by a subscriber—a woman— 
who took issue with a Wall Street 
Journal ad which implied it was 
written for men only. The ad was 
originally a letter to the editor. 


e The outside cover of the Jan- 
uary issue of Modern Metals was 
printed on aluminum foil. The oc- 
casion was Modern Metals’ special 
man-of-the-year article featuring 
David P. Reynolds, sales v.p. of 
Reynolds Metals Co., Louisville. 
According to the publication, this 
is the first aluminum foil or metal 
cover used on a commercial mag- 
azine. 


e Hardware Retailer has issued a 
brochure inviting advertisers “to 
take a fresh look” at selling the 
hardware market, and pointing out 
circulation data and editorial fea- 
tures of the magazine. Occasion 
for the brochure is a 37,545 circu- 
lation for the November issue, 
which it says puts it well above 
any other magazine in the hard- 
ware field. Hardware Retailer is 
published by the National Retail 
Hardware Assn. 


e Bride’s Magazine will launch its 
second annual “America’s Most 
Beautiful Brides Contest” on April 
7. Participating with the magazine 
in the contest are the electric 
housewares department of General 
Electric, Bob Hope Enterprises and 
American Airlines. Ten winnerg 
will be selected, with one grand 
prize winner chosen from the ten 
The grand prize will be a trip to 
Hollywood to appear on the Bob 
Hope tv show. All ten winners and 
their grooms will get a 10-day 
honeymoon in Mexico via Amer- 
ican Airlines. 


e Parents’ Magazine conducted a 
survey to determine to what ex- 
tent its commendation seal is used 
in the advertising and promotion 
of products to which it has been 


For People Who Sell 


PROGRESS—Specialty Salesman started out 40 years ago as Canvas- 


sers Magazine, its name was changed two years later. The publica- 
tion celebrated its 40th anniversary with a new format and cover, 
starting with the January issue. 


awarded. Results indicated 97% of 
commendation seal holders use the 
seal in one or more product promo- 
tions; 82% used the seal in the past 
year, on the package or attached to 
the product; 94% of those using 
the seal in the past year still use it 
on their product; 72% use the seal 
in point of sale displays; 76% use 
the seal for trade advertising and 
sales promotion; 79% of those 
using newspaper advertising used 
it in their ads and 84% of those 
who use magazines used the seal 
in their ads; 51% of the radio ad- 
vertisers and 49% of the television 
advertisers used the seal. 


e WIKY, am-fm outlet in Evans- 
ville, Ind., is conducting a hi-fi 
contest, with $1,000 in prizes of 
portable radios, am-fm_ radios, 
clock radios and hi-fi phonographs. 
The contest is to promote installa- 
tion by the station of new high 
fidelity equipment. 


e Two more Super Market Insti- 
tute members have begun distribu- 
tion of Better Living in January. 
They are Buckingham Super Mar- 
ket Inc., Washington, and Green- 
hill’s Consumer Services Inc., 
Greenhills, O. 


e In May, The Rea News, official 
newspaper of the Minnesota Elec- 
tric Cooperatives, will bring out a 
20-year anniversary souvenir edi- 
tion. The publication reports it has 
an average circulation for the past 
six months of 130,000. 


e The Des Moines Sunday Register 
has launched a new classified ad 
section listing correspondence 
schools and other institutions for 
occupational training. The section 
is called “Invest in Yourself.” It 
appeared for the first time Jan. 9 
with 1,397 paid lines. 


e Electronic Design has commis- 
sioned George Samerjan, New 
York designer, to revamp and 
modernize its cover. 


e A “thank you” to the 145 adver- 
tising agencies with which WQXR, 


New York, did business during 
1954 was sent out in the form of a 
promotion piece. The folder lists 
the agencies by name and thanks 
them for giving WQXR the largest 
volume of business in its 18-year 
history. 


e WSBT and WSBT-TV, South 
Bend, will start constructing new 
quarters this spring. The building 
will use a “heat pump” system, one 
of the largest in the state, for heat 
and air conditioning. A heat pump 
uses the water at the building site, 
which is a constant 56 degrees. By 
means of a heat exchange system 
like that in a kitchen refrigerator, 
the 56-degree water is used to pro- 
vide heat in winter, air condition- 
ing in summer. 


e Department of New Laurels: 

The 14th annual directory issue 
of Post Exchange in February car- 
ries the largest volume of adver- 
tising to appear in any issue since 
1946. 

WVEC-TV, Norfolk, Va., u.h.f. 
station, reports an increase in na- 
tional advertising business of over 
400% during the last four months 
of 1954. 

Everywoman’s Magazine will 
carry the largest dollar volume of 
advertising of any March issue in 
the upcoming March issue. 

The February issue of Scientific 
American will be the largest Feb- 
ruary issue in its history. It will 
carry 69 pages of advertising, 34% 
higher than the previous February. 

Town & Country has an increase 
of 25% in advertising pages and 
49% in advertising revenue in the 
first three months of 1955 over the 
same period of 1954. 


R. B. Alexander Retires 


R. B. Alexander, director of 
sales coordination of the Woman’s 
Home Companion, New York, has 
retired. He joined the magazine 
in 1923 as a salesman. Subsequent- 
ly he was named eastern mana- 
ger, then national advertising 
sales manager. 


If you are looking to buy a 


suit, you look in a store that features 
that kind of merchandise; similarly, 
if you’re looking for an employee— 
or a job—in the advertising field, 
look in Advertising’s Market Place, 
the classified section in Advertising 
Age. Jobs and the people to fill them 
advertise every week where they 


man’s 


can reach professional advertising people. Take a look at the 


Market Place appearing in this 


Advertising Age .. - for action ! 


200 E. ILLINOIS ST. - CHICAGO 11 


issue. 
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Advertising Age, February 7, 1955 


Trendex TV Ratings 
Ten Multi-Station Markets 


Jan. 2-8, 1955 
RANK PROGRAM RATING 

1 | Love Lucy (Philip Morris, 
PPE MEN hasdedeiveceesiccccokectveube 39.8 
2 Talent Scouts (Lipton, CBS) ............ 39.2 

3 Toast of the Town (Lincoln- 
CR OEY Bereich bepeicieniiel 35.3 

4 This Is Your Life (Hazel Bishop, 
Pe OMEN sierciusndoichivveccbopmbedintee 35.0 
5 Groucho Marx (DeSoto-Plymeuth, 
nn FE re Sees ere ak 34.7 
6 George Gobel Show (Pet Milk, 

PPR PRD velccisdbacikvsedeenesis 33.4 


7 Dragnet (Liggett & Myers, NBC) ..33.0 
8 Stage Show (Schick, Nescafe, 


SN HID erinsanssaciestncvessevnse 32.3 
9 Godfrey & His Friends (Toni, 
Pillsbury, Frigidaire, CBS) ........ 31.0 


10 Disneyland (American Dairy, Amer- 
ican Motors, Derby Foods, ABC)..30.7 


ABC Film Sold in 40 Cities 

“Passport to Danger,” the latest 
title added to the list of ABC Film 
Syndication, is running in 40 mar- 
kets, with Welch Grape Juice Co., 
Blatz Brewing Co. and Wise Po- 
tato Chips Co. numbered among 
the sponsors. The 30-minute film 
series stars Cesar Romero in the 
role of a trouble-shooting diplo- 
matic courier. 


ont 7: 
mol oe an 
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National Nielsen Ranking of Radio Shows 
Two Weeks Ending Dec. 25, 1954 
All figures copyright by A. C. Nielsen Co. 


Current 


Rank 


Program 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


1 


ONO aA WH 


Jack Benny Show (American Tobacco 
Amos ‘N’ Andy (CBS-Columbia, CBS) 
People Are Funny (Toni, CBS) 


Our Miss Brooks (American Home, CBS) 


Our Miss Brooks (Toni, CBS) 
Lux Radio Theater (NBC) 
My Little Margie (Philip Morris, CBS) 
Dragnet (Liggett & Myers, NBC) 


ee eeeeeeeeee 


eee eeeeeeeeeeeeee 


FBI in Peace and War (Wrigley, CBS) 
Bergen & McCarthy (Kraft Foods, CBS) 


Co., CBS) 


Weccccccccesececcecsesesesessecesecccccccccoeceseces 


PPPTTTTTTTTITITIT TTT eee eee eee eee 


See Renee nese ee ee eee eerer ee eeneeseeeeeeeeeeeeee 


PPPTTTTTITiTiri titi ii eee ee ere r erty 


PPPTTTITITITITI TTT eerie ities 


PPPOTTTITITITITITI Lett rir r ire ri rer trite 


PPTTTTTTITETi Tet eee 


PPTTTTTITITITITL LTT re ey 


wn—~—<, ov 


ENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


Lowell Thomas (Delco Batteries, CBS) 
News of the World (Miles Laborator 
Edward R. Murrow (Monday-Wednesd 


SUitadabstheaatbetetiadsssesssc000bc<ssonesies 1,866 


ies, NBC) 
ay-Friday, 


Pama: GO: TR ee ccikchdiscaeaceresncetcticictacehdbhbn es oes ccnsccdcvcessneess 1,679 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,679) 
1 Helen Tramt (Particle, CBB) .........:...crcscsescsscescestensescrsocececcnessessonese 2,659 
2 AsTee Gomi Ce Ge carivcecssecesvecsosianoreonsanepeqersqeonvessscsoncseegsees 2,566 
3 PPT GI CO oes sec sc ncscsneyocdeaaenazesssceccorseescezcccsssscosees 2,519 
4 Dias. Pertenece ccs cececcccsnerceesssnstsssnessccssescccsccsncascesenes 2,519 
5 Our Gal, Sunday (Whitehall Pharmacal, P&G, CBS) ..........cccccceeeeee 2,426 
6 Gelding: Uhght TPG Ta GN casi ccstivcctcccsctecsicmascccesncssccccccsecccessnsonsess 2,379 
7 Vounm De. Matend Te Gee, COG) cc.cisiiccvicccccestsncseccsscccnssccsesnseessees 2,379 
8 Arthur Godivey (Gtatey Bilin CBS). c.cccisicssscsesicsssvvcsvevspvessesccsscenscsccecssoes 2,332 
9 a ON: Cee i555 sch ss cpenchaiennnnesapebeddnsesecesenpesonnsennnabest 2,332 
10 Werte PmrOre I I INGE) cis cnsssccccincvessssencssnnegneccccnnscccscetesnasecie 2,332 


DAY. SUNDAY (AVERAGE FOR ALL PROGRAMS) 


1 aaa ~ Snare ~ Ga nc carats svn pes ss csacccssccnsackbd dh ssicentatsttictenoets 1,493 
2 Greatest Story Ever Told (Goodyear, ABC) ...........ccssscseescesseeseeeeneneeneees 1,213 
3 eet Teme FORGO Sacccccccs cs cccssccccsstaesecccisceccscccccsccasses 1,120 
DAY. SATURDAY (AVERAGE FOR ALL PROGRAMS) (746) 
1 Gunsmoke (Liggett & Myers, CBS) ..........ccccssscsesseerseeseerssssestenceecessenseees 1,912 
2 ee Ce Se vicccdenisiedeacepereteiattaitainsncninenecesscareavnces 1,399 
3 SES Se. Gai Ce I  hsctnssisscdebcacesccccscacdetnctbeatbccescccesscsesnacenannss 1,353 


*The percentage of homes reached (‘Nielsen-Rating”) may be determined by com- 
poring the total number of homes reached with 46,646,000, the 1954 Nielsen estimate 
of total U. S. radio homes. 


National Nielsen Ratings of Top TV Shows 


| Rank 


1 


awn be won 


0 ON 


10 


*Percentage of homes reached in area where 


Two Weeks Ending 


Dec. 25, 1954 


All figures copyright by A. C. Nielsen Co. 


PROGRAM POPULARITY* Homes TOTAL HOMES REACHED Homes 
Program % | Rank Program (000) 
Max Liebman Presents (Reynolds 1 1 Love Lucy (Philip Morris, 
Metals, Hazel Bishop, Sunbeam, CED ceiinsccnrtedentaecisenivscecsetstreteies 14,759 
POP Td sc dacddacnamraneeieiteasisiarstvacsiateietsks 50.5, 2 Max Liebman Presents (Reynolds 


| Love Lucy (Philip Morris, CBS) ....50.1 
Jackie Gleason (Schick, Sheaffer 


a le | ee eee 48.1 
Toast of the Town (Lincoln-Mer- 

Gury Deatera, CBS) sccccccsssssestesececs 45.5 
Dragnet (Chesterfield, NBC) .......... 44.1 


Disneyland (American Motors, 


o NOU fB Ww 


American Dairy, Derby Foods, 
Buick-Berle Show (NBC) ..............068 42.0 
You Bet Your Life (DeSoto-Ply- 

COR DIED cicivsecorssecsennnesasinansiinnns 41.1 
Martha Raye Show (Hazel Bishop 

Bits Bad siewicinesiccicuninnnitne 40.4| 9 
Producers Showcase (Ford Motor 

Cig Brees PEG) svc ccesicessarcsnneiniinl 40.3 | 10 


Metals, Hazel Bishop, Sunbeam, 
PRITAS . teabbssentialbhidapicsienseceesssncionses 14,569 
Jackie Gleason (Schick, Sheaffer 


Pen, Nescafe, CBS) ................ 13,641 
Toast of the Town (Lincoln-Mer- 

cury Dealers, CBS) ............::000+8 13,127 
Dragnet (Chesterfield, NBC) ....12,824 
Buick-Berle Show (NBC) .............. 12,243 
You Bet Your Life (DeSoto-Ply- 

SOE TET Slbicircssivinccescosscseess 12,063 


Disneyland (American Motors, 

American Dairy, Derby Foods, 

DUDES. scevvocnclitireticcecguteeseseriienareese 11,859 
Martha Raye Show (Hazel Bishop 

Inc., NBC) 
Colgate Comedy Hour (NBC) ....11,566 


program was telecast. 


Philip Morris Elects Cullman 
Exec. V.P.; Boosts Others 
Joseph F. Cullman III, v.p. of 
Philip Morris & Co., New York, has 
been elected exec. v.p. of the 
cigaret maker. Other Philip Mor- 
ris executives el- 


evated to new 
positions include 
Robert Roper, 


formerly director 
of personnel, to 
v.p. in charge in 
industrial rela- 
tions; Dr. Rob- 
ert N. DuPuis, 
formerly  direc- 
tor of research, 
to v.p. in charge 
of research, and 
John Cookman, formerly v.p. of 
the Benson & Hedges division, to 
v.p. in charge of organization 
planning and controls. 

Chandler H. Kibbee, formerly 
secretary and assistant treasurer, 
has been elected secretary and 
treasurer, and Leonard G. Hanson, 
senior v.p. who resigned as treas- 
urer, will remain in charge of 
over-all financial policy for the 
company. 


Joseph Cullman 


Castleman to Free & Peters 
George C. Castleman, formerly 
manager of sales development for 
CBS Radio Spot Sales, has joined 
Free & Peters, New York, radio- 
tv station representative, as a 
television account executive. 


65 


'GE Promotes Synar 

General Electric Co. has pro- 
moted J. J. Synar from supervisor 
of publicity in the apparatus sales 
division, Schenectady, N. Y., to 
manager of advertising and sales 
in the southwestern district. Mr. 
Synar, who will headquarter in 
Dallas, succeeds Clayton S. Scott, 
who has been named manager of 
shareholder relations in Schenec- 
tady. 


"YONNE SAYS;— 


WE KNOW = = 
BAYONNE’S FAVORITE 


SOFT DRINK 


Ask us what ’Yonne knows about SOFT 
DRINK sales in 10% of all the grocery 
stores in Bayonne. He’s kept records of 
weekly sales by brands, types of outlet and 
other pertinent data. Call or write for com- 
plete details. 

**Bayonne cannot be sold from the outside'’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
REPRESENTED BY BOGNER & MARTIN 


| CHICAGO 11, ILLINOIS * LOS ANGELES 15, CALIFORNIA * WASHINGTON 1, D, c. 


22 EAST ILLINOIS STREET 


928 SOUTH FIGUEROA STREET 


509 F STREET, N. W. 
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Testimony Ends 
for Prosecution 


in ‘K. C. Star’ Case 


(Continued from Page 3) 
fair. The ad agency contracted 
with WHB, another Kansas City 
station, for a 13-week campaign, 
Mr. Coy testified. 

The witness said Mr. Sees told 
him that if he wanted continued 
cooperation from the Star Mr. Coy 
should reconsider the campaign. 
Mr. Coy said later, in March 1951, 
that he handled advertising for an 
automotive show with a budget of 
about $13,000. 

He talked with Mr. Sees, he 
said, and was informed; “We can 
make or break the show.” 

Sees added, he said, that the 
Star wanted $5,000 spent with the 
newspaper for advertising the 
show. 


® However, a defense attorney in- 
troduced a letter by Mr. Coy as 
evidence that he had suggested the 
$5,000 figure for advertising in the 
Star before his conversation with 
Mr. Sees. 

In addition to the Star, the wit- 
ness said, the show was adver- 
tised in the Kansas City Kansan, 
virtually every radio station here 
and via outdoor, car cards and 
window posters. 

Harold Lyon, manager of the 
Paramount Theater here since 
January, 1951, testified that a first- 
run theater, when advertising in 
the Star, is required to buy a 
certain minimum of space in which 
art work is used. 

Mr. Lyon went to Mr. Sees, he 
said, and asked for a lower rate, 
and also to be excused from run- 
ning his ad in both the morning 
Times and the evening Star. Mr. 
Sees said he would consider the 
matter, the witness testified. Six 
weeks later, Mr. Lyon telephoned 
Mr. Sees and asked if a decision 
had been reached. He said Mr. Sees 
told him there had been no change 
in the Star’s policy. 


® Tom L. Evans, one of the found- 
ers of radio station KCMO, testi- 
fied that in 1937, when the station 
was planning an expansion, he was 
told by Earl McCollum, then treas- 
urer of the Star: “We are going to 
put you out of the radio business.” 

After the conversation, Mr. Ev- 
ans said, the station’s program 
listings in the Star decreased. Mr. 
Evans complained, he testified, and 
was told by Mr. McCollum that 
KCMO was getting sufficient list- 
ings. Then Mr. Evans went to 
Washington, he said, and protested 
to the Federal Communications 
Commission. FCC sent a letter to 
the Star, and KCMO programs 
were listed fully in the Star there- 
after, he said. 


® A former major league baseball 
player, James Gleeson, testified 
that Mr. Sees advised him his name 
would never appear again on the 
Star’s sport pages if he didn’t take 
a $180 ad in the newspaper. The 
advertisement, he said, was an an- 
nouncement of a tavern Mr. Glee- 
son was opening. The witness said 
he paid for the ad and continued 
to receive publicity in the news- 
paper’s sports section. Before en- 
tering military service in World 
War II, he played with the Chicago 
Cubs, Cleveland Indians and Cin- 
cinnati Reds. 


Keystone Adds Six Aftiliates 


Keystone Broadcasting System 
has added six new affiliates, bring- 
ing its total to 791. They are 
WRWB, Kissimmee, Fla.; WSTU, 
Stuart, Fla.; KTLD, Tallulah, La.; 
KCMU, Columbia, Mo.; KOBE, Las 
Cruces, N.M., and WIPS, Ticon- 
deroga, N. Y. 


HOT, NOT BLOODSHOT—To solve a standard demonstration problem— 

looking into a vacuum furnace—F. J. Stokes Co., Philadelphia, made 

ingenious use of closed circuit tv at the recent National Metals Ex- 

position, Chicago. The company showed visitors what goes on in a 

furnace by having the tv camera’s eye peer into the hot spot. The 
company used RCA equipment. 


WASHINGTON, Feb. 3—After a 
three-week period of unusually 
strong sales during the first month 
of 1955, department store sales 
slackened considerably in the final 
week. 

According to the Federal Re- 
serve Board, sales for the week 
ended Jan. 29 in the U. S. as a 
whole showed a gain of 1% com- 
pared with the same week of 1954. 
This is a considerably smaller 
gain than in the previous three 
weeks, when sales were 10 and 
16% higher than in January, 1954. 
Also, for the first time this year, 
sales in some individual Federal 
Reserve districts ran below 1954 
figures. 


® For the four weeks ended Jan. 
29, sales were 10% ahead of the 
four-week period of 1954. This also 
represents the sales gain for the 
year to date. 

The Atlanta district was strong- 
est in the week ended Jan. 29, 
with sales 10% above 1954. Weak- 
est district was Richmond, which 
was 4% behind the same week of 
1954. 

Sales figures for the other dis- 
tricts reported are as _ follows: 
Boston, gained 5%; New York, 
lost 2%; Philadelphia, lost 2%; 
Cleveland, lost 2%; Chicago, lost 
2%; St. Louis, gained 1%; Minne- 
apolis, no change; Kansas City, 
gained 8%; Dallas, gained 3%, and 


San Francisco, gained 4%. 
% Change from ’54 


Week ended 
Federal Reserve Jan. Jan. 
District, Area and City 15 22 
UNITED STATES ................. +16 +10 
Boston District .................... +26 +1 
Metropolitan Areas 
pe are +26 0 
Downtown Boston ........ +20 —2 
Suburban Boston ........ +52 t 4 
COATING cccscccccceesecesess +10 6 
eee eee +27 +10 
Lowell-Lawrence ............ +20 +19 
Cities 
Springfield  .......0...00..0........ +20 — 6 
PLOVIGENCE .........000.0.-c00000 +32 +11 
New York District ............ r+13 + 2 
Metropolitan Areas 
IEEE daisiibpaitsrenpesoicecscrcerese r+ 6 +7 
New York-N. E. 
EE cccccttensesenscsstatesscsevceee r+15 +1 
Ieee r+12 —5 
BENT PEE eiviccceninsereccceseecs +12 +1 
ae en r +11 
ROUND > Sscscottinceccindincseccsces r+ 2 + 2 
Philadelphia District ........ +25 + 4 
Metropolitan Areas 
We URMEIOEE diisers<tcsecccrevsece r+22 +2 
PPM, wstdinensreoscictensqercnseces + —5 
EINE. Siencisiicientnncenasceqceves +11 0 
Philadelphia ...................... r+27 t 3 
0 Sa +18 3 
Ee r+11 + 5 
Wilkes-Barre-Hazleton r+22 +19 
Cleveland District .............. +14 +10 
Metropolitan Areas 
I eiesinibiniteasactetsncsevcesere +14 +9 
Cincinnati +11 + 3 
Cleveland + 8 0 
Columbus + 6 +4 
[ee +14 +7 
i +4 —3 
City 
BUREN ccecicesseccessseseses.c0e +27 38 
Richmond District ........ r+4+28 Tis 


Department Store Sales... 


Sales Slacken at End of Month 


Department Store 
| Sales Barometer 


Change From 1954 


Week Ended 


Jan. 29, 1955 i +m 


Jan. 1 to 
Jan. 29, 1955 


Metropolitan Areas 


ES r+26 +23 
Downtown Washington r421 +19 
IIE 5 hiinssdhdbintninesceinsece r+36 +7 
Richmond ............ +22 +41 
Atlanta District r+17 +19 
Metropolitan Areas 
Birmingham +18 +19 
Jacksonville +10 + 7 
SE “aisaheptacterssiesins +36 +30 
BN  Uitbesdectceseatinneecicceeses r+ 6 
I tinaiashtecbiasccassenonts +13 ° 
New Orleans .................... +19 + 2 
ge +15 + 7 
City 
ner ee + 2 4 
Chicago District ................. +16 +7 
Metropolitan Areas 
CREB cevstccscssssssvsseceqeosceres +18 +7 
Indianapolis +7 —10 
TT +18 +16 
MILWAUKECEC _ .......cc0scseseessssess000 ao —1 
St. Louis District ................ +15 +12 
Metropolitan Areas 
TTT +20 +21 
LOUISVINS  ......0scscssseeeseeeseees +18 +7 
St. Louis +10 +10 
en +32 +27 
Minneapolis District .......... +13 +12 
Metropolitan Areas 
Minneapolis-St. Pau! .... +14 +13 
Minneapolis City ........ +14 +10 
St. Paul City ........ +14 +20 
Cities 
Duluth-Superior .............. 0 +2 
Kansas City District ........ r+19 +15 
Metropolitan Areas 
Eee +18 +19 
PE dikttesecsesanesatterececcceses +22 +19 
IN silbcbethensasentieiccessesesse +26 +14 
ee 0 +9 
Albuquerque  ........0. ° +27 
Oklahoma City ............. +31 +38 
Sg ee r+16 +28 
City 
Kansas City ocrecccccccscsseene +12 + 5 
Dallas District .................... r+20 +27 
Metropolitan Areas 
TIEN © csceninsnassesasersesscsorccccccce +26 +39 
Ee en +7 +32 
| +10 +24 
BI tics tictcdaiaiaecccsetecoes +12 +16 
San Francisco District .... +14 r+414 
Metropolitan Areas 
es eee +13 +13 
Downtown Los Angeles +4 8 + 5 
Westside Los Angeles + 9 +18 
San DiC Bo ......000000000-cr0000..- + 4 +8 
San Francisco-Oakland + 3 +8 
San Francisco City ...... +3 + 7 
Oakland City rr. + 5 +9 
Ss +18 +17 
POPERT « ...0.0.ccerecsneeessceeeee0e +13 +18 
Salt Lake City ................ +12 an 9 
ID — deticcshonreteerteserescccescccs +37 +31 
BINED Ghicoucscdhienuicoccretensces +21 +47 
IEE -itneegtaiitiaiadbercueseece: +37 4-36 
r—Revised 


*—Data not available. 


H-R Television Named 

WTTG, Washington, has ap- 
pointed H-R Television as its rep- 
resentative. Blair-TV formerly 
handled the station, 


Advertising Age, February 7, 1955 


Current Deals and Offers 


Listed below are a variety of offers made by advertisers in the 
Thursday, Jan. 27 issues of newspapers in ten cities. The ten are wide- 
ly scattered geographically and are used often by advertisers as test 
markets. For that reason, ADVERTISING AGE feels that the offers listed 
here give a fairly representative sample of deals that are being offered 


by advertisers. 


The newspapers used here are the Chicago Daily News, Boston Trav- 
eler, Detroit News, Houston Chronicle, Louisville Times, Miami Daily 
News, Syracuse Herald-Journal, Sacramento Bee, Newark Evening 
News and Kansas City Star. Since many of these offers are national 
and tend to appear in many of these newspapers on the same day, 
whenever an offer is listed for the first time all the other cities in 
which it appears are given. These offers are not listed again for the 


newspapers in those cities. 


Product or Store Ad Size 


Offers 


Chicago Daily News 


5¢ off on 3 Ib. can. 

Eight glasses for $1, top from package. 

6,548 customers to win one year of free laun- 
service by filling out entry blank at store. 
Two pairs of nylons for $1.35 and red dia- 


mond trademark from package. 


Swift’ning 6x250 
Bowman sour cream 4x220 
National Food Stores Page 

dry 
Booth fish sticks 3x115 
Nestle’s cocoa 5x160 


Nestle’s cocoa package has coupon worth 20¢ 


on jar of Nescafe instant coffee. Same offer 
made in Louisville. 


Newark Evening News 


Hollywood bread 


2x140 Write in for free calorie guide. 


Mueller’s spaghetti 5x230 Send in word Mueller’s from package, get free 
recipe book. 

National Grocery Co. Page Complete sentence on buying advertised 
brands to win $25,000 in prizes, including 1955 
Mercury. 

Vita creamed herring fillets 2x50 Write in for free recipe book. 

Safeway stores 5x305 Can of Ajax free with purchase of giant-size 
Fab. Part of omnibus ad. 

Nestle’s instant coffee 4x160 20¢ on 4-oz. jar. Also in Boston. 

Minute Maid pineapple juice 5x200 One-half price sale as introductory offer. 

Delsey tissue 5x200 Get one roll free when you buy three. Spe- 


cial introductory offer. 


Sacramento Bee 


$19.95 storage chest with purchase of 


Eureka cleaner. Part of omnibus ad. 


Goodyear Service store 5x235 Free 
Downyflake frozen waffles 3x135 
Six food markets Page $1,000 
Calavo avocados 3x125 


One package free when you buy two. 


in savings bonds given at drawing. 


Free book with calorie data, diet menus, 


recipes by writing in. Also in Houston and 
Kansas City. 


Louisville Times 


Two 47¢ tubes of Colgate toothpaste for 69¢. 


Part of omnibus ad. Also in Detroit and 
Boston. 


Get $2 worth of flower seed for one box top 


and 25¢. Also in Houston. 


Kroger Co. Spread 
Comet Rice 3x135 
Churngold margarine 3x110 
Borden’s Eagle Brand con- 4x155 


densed milk 


Coupon in ad worth 10¢ on pound package. 
Send in for free recipe book. 


Houston Chronicle 


Coupon in ad worth 10¢ on pound package. 
Free Chevrolet, other prizes given at formal 


opening. 


Meadolake margarine 4x185 
Jimmie Green Chevrolet Page 
Sanka instant coffee 4x150 
Birdseye fish sticks 3x160 


15¢ off on large jar. 
Send in three front panels, get $1 back. Simi- 


lar offer in Kansas City for 25¢ back. 


Miami Daily News 


Cobbs Stores 


Page Opening 


chocolate departments in all nine 


stores. Come in on opening day, eat all the 
chocolate you want, take home free taster box. 


Breeze detergent 4x245 


Win General Electric washers, dryers, refrig- 


erators etc., for completing sentence on Breeze. 
Contest running in southeast Florida only. 


Detroit News 


Rival dog food 
Sitrue tissues 


4x100 Coupons for premiums in each can. 
2x100 Send in $1 plus perforated top panel for five 


pieces of silverware. 


Syracuse Herald-Journal 


Delsey toilet tissue 


5x200 Send in two Delsey wrappers plus $1 to get 


four guest towels. Also in Boston. 


Grand Union Food Markets Spread 


Three piece Cannon towel set free with cash 


register tapes totaling $39. Also, drawing fo 
28-piece aluminum kitchen set. : 


Nestle instant coffee 6x195 


30¢ off on large bottle plus 30¢ coupon inside 


for next- purchase. 


Midstate Super Markets Page 


Come in and register to win °55 Ford, other 


prizes. 


Boston Traveler 


Francis Food Mart 


2x190 Free dinnerware by saving up to $35 in re- 


gister slips. 


Fred's Steak sauce 


3x95 5¢ off on can. 


Kansas City Star 


TV Time popcorn 


3x170 One-half price sale. 


RINALDO B. PAGE 
WILMINGTON, N. C., Feb. 3— 
Rinaldo B. Page, 64, owner and 
publisher of the Star-News news- 
papers here, died yesterday at 
Duke Hospital, Durham. He be- 
gan his newspaper career as a re- 
porter on his father’s paper, the 
Ledger, Columbus, Ga. He was 
graduated from the University of 
Georgia, served in World War I, 
rejoined the Ledger for a time 
and then went into the real estate 


| business in Florida. There he be- 


came business manager of the 
Herald, Sarasota. 

In 1927, Mr. Page came to Wil- 
mington as president and publish- 
er of the Morning Star, when it 
was bought by the R. W. Page 
Corp. Two years later he ac- 
quired the News Dispatch. In 
1940, Mr. Page bought the old 


Star, the News and the Sunday 
Star-News from the parent com- 
pany. 

Mr. Page was the first chair- 
man of the State Ports Commis- 
sion, and a former president of 
the Wilmington Chamber of Com- 
merce. He was a member of 
American Newspaper Publishers 
Assn., Southern Newspaper Pub- 
lishers Assn. and the North Caro- 
lina Press Assn. 


IRVING BUGG 


HARTFORD, Feb. 2—Irving Bugg, 
68, former New York advertising 
executive, died following a heart 
attack Jan. 28 at his Falls Village, 
Conn., home. Following his re- 
tirement from Lennen & Mitchell 
agency, four years ago, he moved 
to Falls Village, in the northwest- 
ern part of the state. 


Adi 
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Advertising Age, February 7, 1955 


Albany’s WTRI Decries ‘Secret Deals,’ 
Shuts Down as Rivals Grab All TV Net Shows |‘** ™=**e"-- 


(Continued from Page 2) 
Under the circumstances we have 
no alternative but to discontinue 
operation of the only television 
station with studios in Albany... 


= “The question of whether we 


will be in a position to resume, 
service in the future is a matter 
which cannot now be determined. ' 


stantial loss had the basis of fair |interim relief. The court refused to 
competition been maintained in|stay the commission’s action in 
permitting the Lowell Thomas 
group to assume control. Thus we 
We have protested to the Federal|m “WTRI protested to FCC about |are now in a situation in which the 
Communications Commission that!the transfer of WROW-TV to the|FCC has in effect (1) sanctioned 
the action of Lowell Thomas and | Thomas group and asked that the the monopolization of top network 
his group on the one hand and the | effective date of such transfer be programs by WRGB and (2) per- 
Columbia Broadcasting System on |stayed until the commission could ‘mitted WROW-TV to obtain all 
the other constitutes an unlawful! consider the fundamental issue of the remaining network programs, 
conspiracy to eliminate a compe-/|law and policy which we put for- | leaving WTRI without any nation- 
titor from the market. ward. In addition, we appealed to al service.” 

“We would have been willing to|the court of appeals for the Dis-| CBS Television refused to com- 
continue operating even at a sub-|trict of Columbia for this kind of ment on the WTRI charges. 


ON 


AT 


47 


FIRST PULSE 


50 KW OPERATION 


FIRSTS 


... 476 QUARTER HOURS! 


covers 82 
industrial— 
agricultural 
counties... 
a rich market 
covered by 
no other medium! 


The figures tell WOWO’s story. They’re 


3 in the latest Pulse, October-November, 
4 1954. They cover twenty-six counties 
‘ in prosperous Indiana, Ohio and 


Michigan. They show that WOWO 
leads in every quarter hour surveyed— 
| from 6 AM to 11 PM on week days 
and from noon to 11 PM on Sundays. fe 
Make you want to know more about 
| WOW0O? Then consider this— 


The WOWO market is a well-defined, 
high-income, important market. Its 
3,896,400 people listen more to WOWO 
than to any other station. They spend 
over $3,952,201,000 annually. You 
don’t want to nibble at a market like 
this. You want to cover it in one swoop. 
You want WOWO. Call Tommy Longs- 
worth at Anthony 2136, Ft. Wayne, or 
Eldon Campbell, WBC National Sales 
Manager, at Plaza 1-2700, New York. 


wowo 


FORT WAYNE 


* 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


wowo, Fort Wayne; WBZ + WBZA+> WBZ-TV, Boston; KYW + WPTZ, Phila- 
delphia; KDKA + KDKA-TV, Pittsburgh; KEX, Portland; KPIX, San Francisco 
KPIX represented by THe Katz AcENcy, INC.; 
All other WBC stations represented by Free & Peters, INc. 


*| “21st 
_|Broadcasting System, died Feb. 1 
_|at United Hospital here after sev- 
‘|eral weeks’ illness. A native of 


67 
HARRY L. HAWKINS 


PHILADELPHIA, Feb. 3—Harry L. 
Hawkins, 59, v.p. and business 
manager of the Philadelphia Bul- 
letin, died last night at his home 
in suburban Cynwyd. He had been 
associated with the Bulletin for 
34 years and was known nationally 
in the advertising field. 

Mr. Hawkins staried his news- 
paper career in the advertising 
department of the old Philadelph- 
ia Ledger after attending the Uni- 
versity of Pennsylvania. He joined 
the Bulletin in 1920 and became 
national advertising manager in 
1937. He was appointed assistant 
business manager in 1947 and 
business manager in 1950. Last 
April he was elected a v.p. 

In 1948, Mr. Hawkins was chair- 


= man of the advertising agencies 
- |committee of American Newspaper 
-| Publishers Assn. He was president 


of the Better Business Bureau of 
Philadelphia, a director of the 


-|chamber of commerce, and a past 
_-|president of the Poor Richard 
~ | Club. 


The Philadelphia Club of Ad- 


_.|vertising Women gave him its 
__| Man of the Month award in April, 


1952. In recognition of his work at 


Pennsylvania State College, where 
-|he gave an annual lecture, he 


was named an honorary mem- 
ber of Alpha Delta Sigma, adver- 
tising fraternity. He had served 


© |on the executive board of the 
'|Sales Managers Assn. of Phila- 
_|delphia and on the board of trus- 
_|tees of the Bureau of Municipal 
_ | Research. 


_|JOHN IVES 


Port CHESTER, N. Y., Feb. 3— 
John Ives, 50, producer of the ra- 
dio shows, ‘“Gangbusters” and 
Precinct,” for Columbia 


Meriden, Conn., he entered radio 
work in 1928 in association with 


_|Philips H. Lord, after graduating 


from Princeton University. 


_ |GEORGE WELKER 


WINSTON-SALEM, N. C., Feb. 2— 
George Welker, 50, owner and 
manager of WAIR at Winston- 
Salem until his retirement about a 
year ago, died Jan. 23. A native of 
Cheyenne, Wyo., he was a radio 
engineer in New York before go- 
ing to Winston-Salem in 1933. 


JEAN PERRY REINHART 


SAN FRancisco, Feb. 2—Jean 
Perry Reinhart, 43, for the past 
20 years secretary of the San 
Francisco Newspaper Publishers 
Assn., died here Jan. 30 at Chil- 
dren’s Hospital. 


SPARK EVERY PROMOTION 
with Genuine _- 


GLOSSY PHOTOS 


_ Meal forall ett 


The PHOTOMATIC Co. 


$3.59 E. Illinois St. * 11, i, 
Phene WHitehall 4- 
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MAB Appoints Wiggins 

Glenn Wiggins, formerly a v.p. 
of Kenyon & Eckhardt, has joined 
the Magazine Advertising Bureau 
in an executive capacity. 


The Canton (Ohio) Re- 
pository is traditionally 
first among Ohio news- 
papers in retail food 
linage, because it 
does a bang-up job 
of moving products 
off grocer’s shelves. 
The Repository is 
Canton’s only daily 
newspaper. If 
you’re not in The 
Repository, 
you’re not sell- 
ing Canton. And 
Canton’s worth 
selling. 


ABC evening: 
66,021 


THE CANTON 


REPOSITORY 


A Brushe Moore newspaper represented 
nationally by Story, Brooks & Finley 


PORTLAND, ORE., Feb. 2—Oper- 
ating on the theory that everybody 
should get into the act at least 
‘once a year, if an advertising 
agency is to take full advantage of 
its talent, Botsford, Constantine & 
Gardner took an unusual “nuclear 
fission” approach to its annual 
meeting here last week. 

Representatives of the agency 
from New York, Seattle, San Fran- 
cisco and Portland met for two 
days to discuss policy, aims and 
next year’s goal: To surpass 1954, 
the best year in the agency’s his- 
tory. 

Those in attendance included 
David M. Botsford, president, S. G. 
Swanberg and Dave Botsford Jr., 
San Francisco; Elizabeth Eyerly, 
New York; C. P. Constantine and 
W. W. Woodbridge Jr., Seattle; 
Ray Andrews and Bryce Spruill, 
Portland, and 34 others. 


@ Six separate clinics were set up 
and staffed from the four offices. 
Each clinic was arranged so that 
those familiar with food worked 
with fashion, beverage writers 
worked on banking problems, fash- 
ion writers with building materials. 

An account executive from one 
office worked with an artist from 
another and a copy man from still 
another. Five such regroupings 
were made. Each regular account 
executive prepared a brief con- 
cerning his account, and this was 
forwarded to the new group for 
study. 


(A Two-Minute Tale for 


Hundreds of a sell- 
ing an almost endless variety 
of goods and services are 
switching to Direct mee | to 
reach new heights. Instead of 
depending on lazy retailers, 
on sluggish wholesalers, they 
use thousands of men and 
women engaged in Direct 
Selling to go after business 
with bare knuckles. This 
method of selling is as old as 
selling itself. Not only cos- 
metics, but wearing apparel, 
brushes, dinnerware, greeting 
cards, specialties, vacuum 
cleaners and other household 
appliances, insurance, and a 
host of other products are 


. » ready 


RECESSION, my foot!” 


Said the Red-Headed Sales Girl 
as She Chalked Up Another $1,000 Week 


Who Want Their Volume to Go UP instead of DOWN) 


We'll call her Alice Smith. But she’s not the kind of sales girl 
you think. She doesn’t work behind a counter. She’s in busi- 
ness for herself, selling a line of cosmetics for one of the 
biggest names in America. And she sells house-to-house. Does 
she sit back and wait for business to come to her? Not Alice! 
She pushes doorbells—makes demonstrations—sells her cus- 
tomers right in their homes. She creates business! 

Alice Smith’s annual sales will run around $50,000.00. She’ll 
make an income many a sales manager would envy. She’s been 
doing it for years. And Alice Smith has thousands of sisters 
women all over America, for whom the word “Recession 
doesn’t exist. Together they have built one of the 
stitutions of its kind in the world—a company with steadily 
mounting sales and profits, right in the face of slipping 
volume for everyone else in the industry. 


TAKE A LOOK AT DIRECT SELLING 


TAKE A LOOK AT DIRECT SELLING! 


Opportunity Magazine is the pioneer pub- 
lication serving more than 300,000 active 
independent salesmen and saleswomen 


service direct! For free copy, and proof- 


booklet, write for details today on your 
letterhead. 


OPPORTUNITY 


850 N. Dearborn St., Chicago 10, Ill. 
60 E. 42nd St., Lincoln Bidg., New York 17, N. Y., Phone OXford 7-2385 


Frightened Business Men 


” 
eatest in- 


sold in the millions direct to 
the users by hard hitting or- 
— of Independent 

alespeople who do not wait 
for sales, but go out and 
create sales. Makers of office 
supplies, business services, 
office and factory equipment, 
and _ industrial specialties 
have also found an easy path 
to volume and profits in Di- 
rect Selling. The millions of 
men and women engaged in 
this most American calling 
of all—independent salesman- 
ship—represent the great 
hope for continued prosperity 
in a world of rapid changes 
in distribution. 


No Obligation 


to sell your product and your | 


Address Dept. A-183. 
SALESMAN’S 


Botsford Agency Freshens Thinking With 
‘Nuclear Fission’ of Personnel, Accounts 


“We were aware that almost any 
large agency tends to become a col- 
lection of many little agencies,” 
explained David M. Botsford, pres- 
ident of the company. “No matter 
how you try to departmentalize, 
inevitably each account tends to be 
dominated by a team of account 
executives, copywriters, art direc- 
tors, etc., who have developed a 
method of working closely to- 
gether. 


= “This year we decided to try to 
break up these groups for a few 
days and regroup them and see 
what might happen. It was a sort 
of business nuclear fission. We 
smashed our little creative atoms 
and regrouped the electrons and 
protons into new combinations to 
see if new elements might be cre- 
ated, with characteristics superior 
to the old ones.” 

hen the meetings actually 
started, separate rooms were set 
up so that the five newly created 
“agencies” could get together and 
work. After two days of work ses- 
sions, the different “agencies” 
made their presentations to the as- 
sembled group. 

To aid in the experiment, Mark 
Wiseman, former agency execu- 
tive, author and consultant on ad- 
vertising, was brought to Portland 
to attend the sessions and contrib- 
ute an outside viewpoint. 


= “We feel that this method of 
holding an annual meeting accom- 
plished these things,” explained 
Mr. Botsford: 

“First, it added a new and re- 
freshing note to the meeting and 
definitely increased the amount of 
participation by staff members. 

“Second, it achieved an objective 
desired by agencies like ours with 
widely separated offices; it made 
our creative people better ac- 
quainted with each other so that 
they actually worked together ina 
disciplined manner. 

“Third, it was a valuable exer- 
cise for our account executives. It 
forced them to draw out and work 
with an entirely new set of creative 
people—people on whom they 
might call for help more often in 
the future. 

“Fourth, it brought new outlooks 
to our client problems. Putting 
clothing men to work on food ad- 
vertising problems and beverage 


Wiseman 


Heinemann 


Bender Botsford 


EAST MEETS WEST—Mitchell Heinemann, sales v.p., Jantzen Inc., Port- 

land, Ore., and Mark Huntington Wiseman, New York advertising 

consultant, conferred with Botsford, Constantine & Gardner at the 

agency’s recent Portland meeting. Shown here are David Botsford 

Sr., president, and Karl Bender, secretary and treasurer of the 
agency. 


men on travel accounts gave us the 
‘new look’ that clients often feel 
they need. 

“Fifth—believe it or not—even 
in a brief three-day meeting, we 
came up with some good copy and 
excellent advertisements.” 


® A stockholders meeting was held 
immediately following the creative 
discussions. Botsford, Constantine 
& Gardner has a unique plan 
which provides that a group of 15 
younger executives will, within a 
few years, acquire majority stock 
in the agency. The younger group 
is participating in a project for 
raising working capital. This plan 
was proposed by Mr. Botsford and 
other principal stockholders to as- 
sure continuity of management. 


King Broadcasting Appoints 
King Broadcasting Co., Seattle, 
has appointed John Eichhorn, 
formerly manager of KING, as 
assistant to Otto Brandt, the v.p. 
and general manager. He succeeds 
Robert Priebe, who has resigned 
to become a distributor of elec- 
tronic products. Fred Von Hofen 


has moved from a KING-TV ac- 
_count executive to manager of 


KING, and Earl Reilly, formerly 
program director of KING, suc- 
ceeds Mr. Von Hofen as a KING- 
TV account executive. Jack Lynch, 


formerly with the Seattle Post-| 


Intelligencer, has joined the publi- 
city and promotion department of 
King Broadcasting. 


Chicago Press Club Elects 

George Brandenburg, midwest- 
ern editor of Editor & Publisher, 
has been elected president of the 
Chicago Press Club. Robert F. 
Hurleigh, currently Washington 
director of Mutual Broadcasting 
System, was elected honorary 
'president. Mr. Hurleigh, formerly 
‘news director of WGN, Chicago, 
‘became president Jan. 1, but re- 
signed because of his Washington 
location. Other new officers in- 
clude George Tagge, Chicago 
Tribune, Frank P. Smith, Chicago 
Sun-Times, and Harry F. Reut- 
linger, Chicago American, v.p.s.; 
Alvin Orton, Associated Press, 
secretary, and Austin Kiplinger, 
American Broadcasting Co., treas- 
urer. 


Teachers, Editors Form 
Educational Committee 

The Magazine Publishers Assn. 
and the National Education Assn. 
have announced formation of a 
joint editor-educator committee 
to coordinate educational efforts 
of schools and magazines in be- 
half of a better informed public. 

Members of the committee in- 
clude Roy E. Larsen, president 
and director of Time Inc.; Stan- 
ley High, senior editor of Reader’s 
Digest; Dr. Andrew Holt, v.p. of 
the University of Tennessee; and 
Arthur Corey, executive secretary 
of the California State Teacher’s 
Assn. 
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Compare Atlantic City with 
other cities in New Jersey and 
you'll find, on a per capita basis, 
it’s first in total retail sales and 
drug sales, and second in food 
sales of all New Jersey’s cities 
of 50,000 or more in population. 


Nationally, too, it’s important. 
It is the 6th ranking metropoli- 


ry ~ 4 


ATLANTIC CITY IS BIGGER THAN YOU THINK! 


tan area in per family retail 
sales and in per family food 
sales. 


Happily, too, Atlantic City isn’t 
part of New York or Philadel- 
phia. It can be reached and 
blanketed with one newspaper: 
The Atlantic City Press. And 


this, gentle reader, is no fish 
story. 


Atlantic City Press 


... covers New Jersey's 
best BIG-CITY market! 
Rolland L. Adams, publisher 
Delisser, Inc., national representatives 
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Sachs Sells New 
Furniture Lines at 
20%-50% Discounts 


NEw York, Feb. 3—Furniture 
pitchmen took over today in 
Madison Square Garden’s base- 
ment arena as Sachs Quality 
Stores opened a three-day “super 
sale” of the very latest nationally 
advertised lines. 

Sachs, operator of six stores in 
the New York metropolitan area, 
rented the Garden for $1,000 a day 
and moved in some 10,000 furni- 
ture and floor covering items, of- 
fering them at discounts ranging 
from 20% to 50%. 

This was no close-out sale, 
either. Sachs had shopped heavily 
at the Chicago and New York fur- 
niture shows last month, with this 
sale in mind. It was offering man- 
ufacturers’ newest lines—some of 
them not even advertised yet. 

For example, at the Kroehler 
display there were huge signs 
boldly announcing that this line 
would be featured in Kroehler’s 
next national promotion—in Life, 
Living for Young Homemakers, 
McCall’s and The Saturday Even- 
ing Post. 


= Several hundred hardy bargain- 
hunters—it was well below freez- 
ing here today—streamed into the 
Garden when the doors opened at 
noon. On hand to greet them were 
102 Sachs salesmen spread over 
the 40,000 sq. ft. of selling space. 
Store officials put the retail value 
of the merchandise at $500,000. 

Sachs spent $25,000 this week 
announcing the sale in large-space 
ads in all New York newspapers 
except the Herald Tribune and in 
more than 100 spots on WRCA, 
WMCA, WINS and WABC-TV. 

The leading furniture and floor 
covering manufacturers in the na- 
tion—including Alexander Smith, 
Mohawk, Simmons, Sealy, John- 
son-Carper, Kenmar, Masland, 
John Stuart and Baumritter—were 
named in the ads under the state- 
ment: “The cooperation of these 
famous makers helped make this 
super-sale possible.” 


= Another statement in the ads 
said: “Because we deliberately 
planned to make these super A- 
sale values the greatest in all our 
59 years, we had to promise many 
of the cooperating manufacturers 
not to list our prices in this adver- 
tisement. If you’ve ever shopped 
for furniture, however, one look 
at our Madison Square Garden 
price tags will be all the convinc- 
ing you need that here are history- 
making values.” 

Sachs officials told AA that they 
met no opposition from the man- 
ufacturers. In fact, they asserted 
that the manufacturers were en- 
thusiastic about the sale. 

This is the first sale of its kind 
ever held here and Sachs said it 
would do a repeat if it moved a 
large volume of goods. Sale hours 
are from noon to 10 p.m., with the 
closing set for Saturday night. 

While the furniture shoppers are 
touring the basement, the Garden 
is running its regular sports events 
upstairs. Tonight is college basket- 
ball, tomorrow night is boxing and 
Saturday night track and field. 
Armed guards are stationed down- 
stairs to prevent furniture shop- 
pers from sneaking upstairs. 


‘Progressive Grocer’ Names 
Davidson, Jennings V.P.s 

Richard Davidson, Stanton E. 
Jennings and Robert W. Mueller 
have been named v.p.s of the Pro- 
gressive Grocer division of But- 
terick Co., New York. 

Mr. Davidson, former assistant 
general manager of the magazine, 
becomes western manager, suc- 
ceeding George O. McCausland, 
who has resigned. Mr. Jennings 
continues as eastern manager, and 
Mr. Mueller continues as editor. 


Ssmoeth 
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FRESH. TECHNIQUE—Combining two traditional schools of thought on 


women’s shoe advertising: (1) that women are primarily interested 


in details of the shoe and (2) that shoppers need to visualize a shoe 


in the context of an ensemble, the Westport division, Brown Shoe 


Co., St. Louis, has launched a new series of ads in Vogue. A sketch 


of the shoe occupies a prominent part of the layout, while an action 


photo of a model wearing the shoe is dramatically worked into the 
space surrounding the drawing. Sparse copy is set in large type, 


openly spaced to complement the lines of the shoe. Leo Burnett Co. 


is the agency. 


Supreme Court Rules 
Boxing Subject to 
Anti-Trust Laws 


WASHINGTON, Jan. 31—There’s 
nothing quite like the judicial 
mind. 

Take the Supreme Court. Last 
year it studied the Sherman Anti- 
Trust Law and decided that base- 
ball isn’t covered. Today it looked 
at the law and said boxing is. 

Wondering how they do it? 

So are some of the members of 
the court. 

Apparently it is merely a mat- 
ter of modesty. The justices said 
today their 1953 decision holding 
baseball’s reserve clause to be out- 
side their jurisdiction was merely 
a restatement of a decision orig- 
inally handed down in 1922 for 
the six-man majority. Chief Jus- 
tice Earl Warren said the court let 
the 1922 decision stand because no 
congressional action was taken in 
the interim to indicate that Con- 
gress felt the court reached the 
wrong decision. 


® But boxing, the court said, is in 
a different situation. There has 
never been a decision that says 
boxing is outside the anti-trust 
laws. Considering the fact that 
more than 25% of boxing’s re- 
ceipts come from television, radio 
and motion pictures, boxing con- 
stitutes “trade and commerce” 
within the meaning of the law. 

Today’s decision was solely on 
the jurisdictional issue. The case 
now goes to trial, with the gov- 
ernment charging that the Inter- 
national Boxing Club entered into 
agreements giving it a monopoly 
over big-time bouts. 

Justice Felix Frankfurter stated 
the court’s logic was beyond him. 
“It would baffle the subtlest in- 
genuity to find a single differen- 
tiating factor between other sport- 
ing exhibitions, whether boxing or 
football or tennis, and baseball in- 
sofar as the conduct of the sport 
is relevant. 

“Indeed the interstate aspects 
of baseball and the extent of the 
exploitation of baseball through 
mass media are far more extensive 
than is true of boxing. It can hard- 
ly be that this court gave a pre- 
ferred position to baseball because 
it is the great American sport.” 


s Justice Sherman Minton was 
equally confused. He pointed out 
the baseball decision was predi- 
cated on the assumption that games 
are essentially local, and that the 
interstate travel of players was 
purely incidental. “When boxers 
travel from state to state carrying 


their shorts and fancy dressing 


robes in a ditty bag in order to 
participate in a boxing bout, which 
is wholly intrastate, it is now held 
by the court that the boxing bout 
becomes interstate commerce. 
What this court held in the federal 
baseball case [a 1922 ruling] to 
be incidental to the exhibition 
now becomes more important than 
the exhibition. This is as fine an 
example of the tail wagging the 
dog as can be conjured up.” 

At the same session the court 
ruled that booking of legitimate 
stage shows is also interstate com- 
merce subject to the Sherman Act. 
It ordered trial of an anti-trust 
case charging Lee Shubert and 
others monopolized the business. 


Harvester Elevates 
Burnside to Bolster 
Appliance Operation 


CuHicaGo, Feb. 4—International 
Harvester Co. has taken the first 
step toward wider distribution and 
a bigger piece of the refrigeration 
appliance market. 

Robert H. Burnside, formerly as- 
sistant manager of the general 
sales department, has been named 
sales manager of _ refrigerated 
products. In announcing the crea- 
tion of the new post this week, 
John L. McCaffrey, IH president, 
said, “We are out to get ourselves 
a bigger place in the total mar- 
ket.” 

He added that the company “at 
the moment” has no plans to ex- 
pand its appliance line. 


® He indicated that an increased 
advertising and sales promotion 
program will be drafted later. Ac- 
cording to the company, no new 
campaigns have been started yet. 
Leo Burnett Co. is the agency. 

Other overhaul steps taken this 
week are: 

1. Each of the 70 general sales 
district offices will have a refrig- 
eration sales manager and a staff 
working exclusively on refriger- 
ator, freezer and air conditioner 
sales. 

2. The number of regional re- 
frigeration managers will be dou- 
bled. 

3. Preparation of a drive to es- 
tablish new dealerships in areas 
not covered adequately now was 
started. 


® About half of International Har- 
vester’s refrigeration outlets also 
are agencies for its farm equip- 
ment and contribute most of the 
company’s appliance sales. Last 
fiscal year IH refrigeration appli- 
ance and parts sales totaled $48,- 
348,000—down slightly from 1953’s 
$48,571,000. 


Sears Tests Plan 
to Sell, Redeem 
Trading Stamps 


(Continued from Page 1) 


lator of its own sales. 

Newspapers are the primary 
medium in the test phase of the 
Four Star promotion. About 10,700 
lines per week for four weeks are 
' to be used as the plan is introduced 
in each market, with about 800 
lines a week scheduled for a one- 
year followup. 


= Television and radio spots prob- 
ably will be used later, but details 
have not been settled. Car cards, 
outdoor boards, posters and other 
media are being considered. A 
four-man research and_ survey 
team has been appointed by Four 
Star and the Biddle agency to 
study impact of different media 
in the test. 

President of Four Star Stamp is 
Donald B. Semple, a former Sears 
executive. Ed Russell is the ac- 
count executive at the agency; 
Everett Pippin is broadcast media 
manager and Harold Shillito is 
print media manager. 


® Biddle Co. and Sears got togeth- 
er about two years ago, when the 
mail order company was explor- 
ing a promotion for its catalog op- 
erations. (About 30% of Biddle 
billings are in promotion and sales 
promotion fields.) 

The project was dropped, but 
meanwhile the Biddle agency be- 
gan a survey of the trading stamp 
business. It came to the conclusion 
that retailers rack up “amazing 
sales increases’—an average of 
29.5%, according to the agency’s 
survey—despite the fact that trad- 
ing stamp companies seldom have 
big ad programs. 

Mr. Semple, too, had become in- 
terested in stamp plans, and sev- 


ARB Network 
TV Ratings 


Week of Jan. 9-15, 1955 


All figures copyright by 
American Research Bureau 


PROGRAM POPULARITY 
Rank Program Rating 
1 1 Love Lucy (Philip Morris, 
COED - abssnvicesstiainsstntiindiaimainaiaaniin’ 54.8 


2 Jackie Gleason (Schick, Sheaffer, 


= eS re ae 53.6 
3 You Bet Your Life (DeSoto- 
PRIN: FOIGD sctsecse<sssthcdncsnaves 50.5 
4 Disneyland (American Motors, 
American Dairy, Derby Foods, 
PRUED ‘ssnsrbinudinntnaciennuesinendetbadiecsbids 46.3 
5 Toast of the Town (Lincoln-Mer- 
CON. GID cscs scicariinannininniencomaions 45.3 
6 Dragnet (Liggett & Myers, 
SS aE. ae eee ae 45.1 
7 Jack Benny (Lucky Strike, CBS) ....45.0 
8 What's My Line (Jules 
Montenier, Remington Rand, 
Gia. scrctuseinadeaniecsaiecsecbnanstaaeaacie 40.2 
9 Two for the Money (P. Lorillard, 
= SR ee. Se ee 40.0 
10 This Is Your Life (Hazel Bishop, 
Procter & Gamble, NBC) ............ 39.8 
TOTAL VIEWERS REACHED 
Rank Program (000) 
1 Jackie Gleason (Schick, Sheaffer, 
Sere 48,480 
2 Jack Benny (Lucky Strike, 
IEE falincenendiiaianintehanbnentmiendetens 44,760 
3. Toast of the Town (Lincoln- 
ROPE 9 CODD ., cotececcsecssovttbaesent 43,820 
4 | Love Lucy (Philip Morris, 
Gee seein Fase 43,620 
5 You Bet Your Life (DeSoto- 
PUPOROUT, DOB sesncrsicsecceiisieses 40,150 
6 Disneyland (American Motors, 
American Dairy, Derby Foods, 
PEE catisnicatlntintdcitintantatiaditeecst 40,130 
7 Dragnet (Liggett & Myers, 
SEE nidshieehdainhensiocialitndinnettliaeansd 34,349 
8 Comedy Hour (Coigute- 
Palmolive, NBC) ...............00- 33,130 
9 Buick-Berle Show (Buick, 
| ES a 32,660 
10 Two for the Money (P. Lorillard, 
DGD ccciatncnhiemastecnascevsesenivintines 30,580 


DONALD B. SMITH has been appointed 
director of appliance and laundry 
advertising and sales promotion for 
the Crosley & Bendix home appli- 
ances divisions of Avco Mfg. Corp., 
Cincinnati, effective March 1. Mr. 
Smith, formerly director of adver- 
tising for Lewyt Corp., succeeds 
George Simons, who is joining 
Kenyon & Eckhardt, Chicago (AA, 
Jan. 24). 


eral months ago began comparing 
notes with Biddle executives. The 
agency got the account, largely be- 
cause of the heavy foot-in-the- 
door provided by its study. 

Just how large the account will 
grow depends upon the results of 
the Illinois tests. 


® In addition to the continuing 
advertising program, the Four 
Star plan differs markedly from 
other trading stamp operations in 
the premiums available and in the 
denomination of the stamps. 

Sears believes that the availabil- 
ity of all items in its catalog will 
give the plan added customer ap- 
peal. And, of course, stamps are 
expected to bring in new custo- 
mers. The 25¢ denomination was 
selected instead of the customary 
10¢ denomination because (1) Bid- 
dle’s survey indicated that most 
sales by participating retailers 
would be in multiples of 25¢ and 
(2) the number of stamps required 
is significantly less, simplifying 
printing, distribution and redemp- 
tion of stamps. 

Distribution of stamps to custo- 
mers—often a major complaint of 
stamp-offering merchants—is 
streamlined by dispensers built to 
match Four Star specifications. 


= Several types are offered, vary- 
ing with the size of participating 
stores. Cards pre-stamped in sev- 
eral multiples of $1 and strips of 
25¢ stamps are ejected from the 
machines at the push of a button 
to eliminate store bottlenecks. 

In place of customary stamp 
books, purse-size cards holding 40 
stamps each are printed. Individual 
gummed stamps can be used to 
complete any blank or partially 
blank cards. 


FCC Okays TV Permit 
in Which Publisher 
Hobby Has Interest 


WASHINGTON, Feb. 1—The Fed- 
eral Communications Commission 
today told Beaumont Broadcasting 
Corp., Beaumont, Tex., to go ahead 
with the construction of a tv sta- 
tion on Channel 6 in Beaumont. 

The ruling was made over the 
dissent of Commissioner Frieda 
Hennock, who objected to options 
which will enable W. P. Hobby, 
Houston newspaper publisher, to 
obtain a 3242% interest in the sta- 
tion. 


® An award to Beaumont was 
made on Aug. 5, 1954, but was set 
aside after protests were received 
from two competitors—Enterprise 
Co., and KTRM Inc. After Mr. 
Hobby severed his relationship 
with KTRM and arranged for an 
option to buy into Enterprise, the 


KTRM protest was withdrawn. 


a aps ge Seyi ee aR eS ete ee gC ive eg Prins § Ree 2 4 TE RRO) C2? Gaia ee oe Sh yer ri TS 2 ate Ni PN DMN 9 tn Ay Se fe ae ae G5. Tia pean hs Xie sae ae } LER ete SR ae F ie he 2 a oo Se oF Tye : . 
S 3 ME Die SS ae Na gs ore Me ag ts > 7 ¥ sh Fag ie oe ae et tape fas 3 Pie 7 Vora edie te midi $4 pope = en pees Laer ale, tae, mS Nalgene are Lem wage a ra eat ie ites Obie Oe RRL GbE $32 Achy, co Spee fr Ae sy TBE bk Uae Wee et ge 
ae Se Cee ee Ue POR NT WnO DL, tai Da} 5 we Files 2 SY, ‘an 3 gd 2 a Bien he * c ; a oe ar < i - cee r ge 3 SN Ag sae tee 
fy ae Dad Te ¥ rf i r ¥ : 2 Eee ‘ Ago Bue a es ; yaya ae a a Se “atthe i i hae ee C an TRS Deca ' & ee y i: ace 
4 PM gooey ~ oe ES ? as mE 8 ; yar. Tah ae ys Rh ¥ Bande Mo te eae S he ; ea ere Sie tas gh oy fet gt A ts Ya  epsine sae P 
"3 : s . ; z : Be a Re ge er) or Sant ef yi ta? S f. Pe ak - WA A ve z ‘oe ssh ee Na Sy 4 pa AS UY Pook reese ae RR LR ie ALN Se RR RUN Yi Ne peal cn. eae a fe Pte MN MEMES ee LEN CUES gels 
7 ” rn . d : F t : ‘ Z J ¥ 3 F ed PRES 570 Sette y . ay | a: Reg ot Sa I) 
: is . Peel, fa ya 
. Ge lens : 
res 
5 69 | 
} 
— ne ee 
j ore ee : PR j Sa 2 SSE = ' Re oO 
i eae . Pree oa = eer gs CEN tx 
an " | a we eS — oa ‘A 
ns , a - P a : % 
; = ae a regatta... S - ~< : ii . 
te ) oo “ = } n.- a “a sar 
oe 4 : oS | | SS — ; x 
t - the ws ee } | a 3 5 
se “3 : ¥ oe s 4 : 
} eS a ma | ee i. 4 : 
‘ middy-moc | : 3 = | a 3 4 
; ee E * in ARRON. od ee | . ° E r i” : es : 
q ae x as j mat 2 3 s < ie: BES 
. dressy . —_— | , —— - ee 
3 . huiikie-ortt mS e | | — il eet oe oe 
, OS s ST erie = “ & ES ’ ig 
& te-stitche _— So See ‘ . 3 x : oe. : 
' ee whitestitehed, Fes y ee : ae ae as 
ae o #G Skee ‘ ee ae : Bad 
ee f Was Ria ; ° = a2 a : ee oS 
| es we ee oR he eA Bas j Le ot oe , 
\ verap Gc. a. oh 2 gee | . re ee 
| & , oe va be . % } Pe — 9 : Bs: Sea 
: —— ae fest. © (NUS oy oe a ™" r oe 
‘ Ss and er Bit Nednees pa PY, a Soe i ai be, 
} a e ¢ *. See ‘ ae 
wate [oS ' = eS ae a — 
| bi pil 9 ¥ $ Sasorane 2 « ia aan ae Ras ie ‘ be ae 
: . how aie Pr. a we ae 4 
} | oe ee ; 4 ie ee OO a, 
ee: see ee ANS ED cst eee 
oh aR z Bo Ba Met aa era al . Pe aa 
| Ss ee “g ‘e Ps Boer ca 
ig ae wae . ge oa co an SHO ans 
ee ee ee 
‘ é, Pee ere eee EGE PS POE SR 
ee | 
ee 
| 
ee 
| 
rs 
) 
i ee 
i ———CO LAE I eh et ee 
: 
ee 
| 
\ 
‘ 
7 | 
. 
L 
. 
) 
) 
. 
. LD 
' 4 
J , 
] 
» 
4 
; 
, 
, ; 
ae 
, 
‘ ; 
} 
, 
i | 
{ } 
, 
, 
: 
, 
; 
Po 
, y 
ee 
ee 
7 - — 
_ ee a ee 
SN EE n'a’ i, Seng einer are Le eae S ee eed ; A Rigg Vat aaa eat eg ei eae ty ee, rer Es LRM ae AEA ye eae So! fe Dy wich a ON Be Le kg if at AS ae Re ag ay mrt OM oe - Cake Seed aie ae ie te 
2 f f : 7 pat: as ‘ F . . " 3 F 5 a : the 1 re 4 Ae Tecmacabina hs olatens Cea Mele Nam ae, 
. ~ " Pe ti a Pe 4 é. Sadly a , Pe Bet’ 2 He ¢ et: 2 ot, ee : je ia. ral as s te mae az) ; « j z 3 ar art 2 aS i. ¢ sy 8 is > Seas Seid ee 3 g oe = oa eee ee Sagres a : ’ i" ‘ Sean a te Pat ie ey z 
ae ae ee - 4 a ya Wn apetk SOF eeu edenaaty BT ey Bre se iF he A, SME Re gn yA ee eee aye See “Bl, Senge Ng ae Te. Po is 4 base : . sre: Sa bh in tg eer eee: . a ea ee ENG see ep Le ih oe 3% 
ye Wing FeO « 4 Oe LRTOC AIS Vid Janes es > pi, a SS ete Cae UCR emer na wba tenes Le, ie FR nyt hr EN ee uh ee ca raAS Ee I a oh plaka lode Sea eae OE a ee SORE Set eM Se So te ea geal Na Qe Ot aye al Noe ee Rhea i heh 
o % we oA % ~ mo - aa Bey: 2 3 . : selon, Pe yeh ut, re “ So eh cA > a alee tiie wens oh aie t We  s 3 ne Cok ek Ae ey ee al ee uy © gig: Saris art he Pee onary bo ets F rr 
; BANE eter + . po sey ie Th bei 2% Ayah “oe ey Ob nian bon ae - < ¢ pot ty ‘ ; . taste c ‘ ae wh 4 3 ia c eS, : z ree an ye 4 ~ a [s : LPL: ‘2 pet Me tec th ccd 
oot aodes 1 eae ae oh ters aahe SP ar PO eae @ SAREE wgtwern ae 1 19 SRNR So Pe Rag ee Wir bad hy Rs Coa eh ak fe SO Ee ea hh uae A EAS Deol LRAT Rh hha OM Bs kind Be NAL Sofi gs I Eee eR Ce hie eee imeced SPOS CLG, gam eee Ope SLE RE“ 
poe c : : esa Fy arte ot oe i eee ne RR ae gasp) fet 5 Sere ae 3,9 See Zane, ss v0 act oe ey eek ee ete A a ay ie RSs og i = as - i Aer we ~ pga i Cae 3 a" oes eee oor, te ay 


sae t 


om WE 


(Continued from Page 1) 
in California and Mexico—almost 
strictly for pleasure. And in an 
equal number of months he was 
hoping to make his first trip to 
Europe. 

The latter trip would involve a 
bit more work, though; it is 
planned to coincide with the in- 
troduction of Hazel Bishop prod- 
ucts in Great Britain. 

Only occasionally easy to reach, 
and, once reached, often impossible 
to plumb because of a tendency to 
make consecutive statements which 
seemingly are naturally incom- 
patible with each other, Ray Spec- 
tor was in an expansive mood, the 
morning AA finally caught up with 
him for a chat. 

The adman turned big business 
magnate likened himself to the late 
Albert Lasker: 

“Every advertising man has 
dreamt of being an Albert Lasker. 
Many brilliant advertising men 
have started companies. And most 
of them have lost their shirts be- 
cause they’re not good business 
men.” 


® On the other hand, Mr. Spector 
continued, Hazel Bishop Inc. had a 
net worth of $34,000 in October, 
1950, shortly after he became its 
guiding hand. Today, he said, Ha- 
zel Bishop securities, while highly 
speculative, are valued at more 
than $12,000,000 on the American 
Stock Exchange. 

Last October, when Hayden 
Stone & Co., investment broker, 
placed 250,000 shares of Hazel 
Bishop stock on the market, it was 
oversubscribed, Mr. Spector re- 
counted. He said that his holdings 
at this time—including stock held 
directiy and shares held through 
his agency, Raymond Spector Co. 
—amounted to 626,665 shares. Is- 
sued at 8, the stock is currently 
hovering around the 11% mark on 
the small board; at this price these 
holdings would be worth more 
than $7,200,000. 

(In the prospectus issued last Oc- 
tober [AA, Oct. 25, 54], when the 
250,000 shares—including 100,000 
from Mr. Spector’s personal ac- 
count—were sold, Mr. Spector was 
listed as owner of 388,500 shares of 
Hazel Bishop common and 46,665 
shares of preferred. It listed his 
agency as owner of 173,500 shares 
of common and 18,000 shares of 
preferred.) 

Once virtually the sole owner, he 
indicated he still retains owner- 
ship of approximately 55% of the 
company. 

It’s reliably reported that, prior 
to the public stock offering, Mr. 
Spector already had received more 
than $2,000,000 for privately 
sold Hazel Bishop securities. This 
would bring his financial assets up 
to more than $9,000,000. 


® Add to this dividend earnings of 
50¢ a share, which Mr. Spector 
says will amount to more than 
$425,000 yearly; his $100,000 an- 
nual salary as president of Ray- 
mond Spector Co.; his $37,000 sal- 
ary as board chairman of Hazel 
Bishop Inc. and his 75% share of 
the more than $500,000 which he 
says Raymond Spector Co. makes 
annually—and you begin to see 
why this adman is fairly certain 
that he’s the richest in the busi- 
ness. 

“How would I have gotten mon- 
ey out of Hazel Bishop?” he asked 
rhetorically. “Until I sold my 
stock I never drew a dime out of 
the company,” he answered. “Any- 
body that’s got a good business, if 
its closely held, must sell to make 
money.” 

Earlier, Mr. Spector said, seem- 
ingly in contradiction to the above, 
that in the last five years he has 


Spectre of Wealth 
Haunts Adman Spector 


made more than $10,000,000 “and 
kept it.” 

“This,” he said, “shows that 
America is still a land of oppor- 
tunity.” 


® Ray Spector has had several big 
opportunities to make money since 
he was graduated from the Uni- 
versity of Pennsylvania in 1926. He 
had earned a B.A. in education, but 
he was never serious about teach- 
ing; he had majored in the subject 
only because it allowed the most 
free electives. Actually he did 
practice-teach for several months. 

Mr. Spector says he really 
wanted to prepare for a career as 
a lawyer. There may be some 
oblique compensation for this col- 
legiate yearning in his numerous 
appearances in court in later years, 
either as defendant or—more often 
—as plaintiff. 

Raymond Spector looks upon 
Hazel Bishop cosmetics as “the 
most unpublicized success in his- 
tory.” He contends that the only 
time people hear about Hazel Bish- 
op is when it is involved in a 
lawsuit, though his sales figures 
would seem to contradict this as- 
sertion. 

He’s justifiably proud of his ac- 
complishments with Hazel Bishop 
and likes to point out that the 
company got started by jumping 
into an arena which already had 
some 50 well-established gladi- 
ators, each with more than $1,000,- 
000 in business. 


® Many had big sales organiza- 
tions, and some even had depart- 
ment store salesgirls—who would 
also be selling Hazel Bishop—on 
their payrolls. Nevertheless, 
“somebody with vision, with know 
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how, with enthusiasm, could find 
a hole and walk right through,” 
he points out. 


thods, 
were right, we moved ahead ag- 


and Procter & Gamble uses to sell 
soap. 

“It all seems so easy and self- 
evident, now,” he says, looking 
backward. He refers scornfully to 
his competitors, who, he says, are 
“like a bunch of sheep...they all 
follow the Pied Piper of Hamlin.” 
And, he adds, they all use the same 
appeals in price, selling and ad- 
vertising. 

The agency man’s years of ex- 
perience in the sale of drugs and 
cosmetics served him well when 
it came to feeling out the Hazel 
Bishop potential. So did his abid- 
ing interest in all forms of research 
—he pioneered radio pre-testing, 
when Horace Schwerin was his 
research head, and was among the 
first to research what people read 
when he had Look as an account. 


= “Our research disclosed that 
more women bought lipstick than 
any other cosmetic, even though 
there was no all-out advertising.” 
What advertising there was was 
confined mainly to shade promo- 
tions, “not to selling a product to 
Sadie Glutz.” 

Further, he said, most lipsticks 
had limited distribution, either 
through franchised dealers or five- 
and-tens. Apparently no stick cov- 
ered all market outlets. 

Finally, there was not a 31 lip- 
stick on sale in variety stores, 
which Mr. Spector saw as poten- 
tially the most important outlets 
‘for the product. 
| “It was an open and shut case: 


Amazing New Lasting Lipstick 
Stays On—and On—and On! 


Women Go Wild Over Sensational 
Non-Smear Lipstick That Won't 


c Stays on YOU... Not on HIM! J 
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Eat Off — Bite Off — Kiss Off! 
yd haem t N. Y. Beauty experts and women everywhere 
Sg ¢ most exciting news in cosmetic history. It's 

HAZEL ISHOP’S amazingly lasting lipstick—the first 
and only color-true make-up you can put on your lips in 
the morning or evening —and forget! ‘or it stays on 

on until you want to take it off! 

- Now at last, say goodbye to unsightly “red grease” on 
~~... | glasses, china, silverware cigarettes, or teeth Never again 
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OPEN SESAME—With this screaming headline and editorial-type copy, 
Hazel Bishop crashed into the lipstick market with a bang. It ran 


first in the New York Daily Mirror and next on the back cover of 


the American Weekly where it unleashed a flood of more than 162,- 
000 quarters, sent in for a 30-day sample. It was the biggest mail 


order response the Weekly ever had, and variations of the ad were 
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used in newspapers across the country. 


“The whole secret is very sim-| 
ple. We used modern research me- 
and, when we knew we} 


gressively and confidently. We ap- | 
plied previously known facts about | 
women to the selling of lipstick. 
We used the same methods that) 
General Mills uses to sell cereal | 


| 


| 


HAPPY DAY—Mr. and Mrs. Raymond 

Spector looked pleased as they read 

the first ticker reports on the sale 

of Hazel Bishop Inc. stock, which 

was issued to the public last De- 
cember. 


the first company to advertise lip- 
stick extensively and get wide- 
spread distribution would open a 
new market.” 

The first advertising was strict- 
ly mail order. After some split- 
copy testing with couponed ads, 
a $500 insertion ran in the New 
York Daily Mirror. In June, 1950, 
Mr. Spector took the back cover of 
The American Weekly to announce 
an “Amazing non-smear lipstick. . . 
Stays on—and on—and on!” He 
offered 25¢ samples and took in 
162,000 quarters, the largest re- 
turn, says Mr. Spector, that Sun- 
day supplement ever brought in. 


® The following January, Hazel 
Bishop bought its first television 
advertising—a 15-minute, $20,000 
monthly participation on the “Kate 
Smith Show”—and began its mete- 
oric rise in video. Last year the 
company spent more than $4,500,- 
000 on advertising, more than $4,- 
000,000 of it in tv. 

Through 1951 and 1952, Hazel 
Bishop sponsored other television 
productions, including the “Freddy 
Martin Show” and “Stop the Mu- 
sic.” Meanwhile it continued its 
hard-hitting editorialized newspa- 
per drive. 

In October, 1952, recounts Mr. 
Spector, “everybody said we had 
really gone crazy. We put on 
‘This is Your Life’ opposite the 
fights on CBS—then the No. 1 tv 
show.” Mr. Spector reasoned that 
women, his No. 1 market, didn’t 
like fights. And, he thought, most 
men would watch what the women 
wanted. “This is Your Life” cleared 
11 stations on its first broadcast. 
It’s now shown on more than 100 
stations and is one of the top ten 
telecasts. Recently, Mr. Spector 
sold an alternate sponsorship to 
Procter & Gamble, and some ob- 
servers think he may be getting 
twice the show’s cost from P&G. 


® Mr. Spector says Hazel Bishop 
does more than 35% of the annual 
lipstick business in the U. S., and 
he takes major credit for hiking 
the total market 50% in the last 
four years. 

“In 1951 we decided that there 
was a tremendous opening in the 
field of color cosmetics. Our con- 
sumer research indicated that most 
women used rouge but were dissat- 
isfied with it.” 

Mr. Spector is credited with re- 
viving a dead item—rouge—cer- 
tainly one of the slowest selling in 
the business, with the introduction 
of Complexion Glow. This product 
now is reported to account for 
more than 60% of the rouge busi- 
ness. Currently it is selling at a $3,- 
000,000 clip. 

“A year and a half ago we intro- 
duced Hazel Bishop nail polish,” 
says Mr. Spector. “More than 15,- 
000,000 bottles of nail polish are 
sold annually, 90% in the five- 
and-ten category.” Hazel Bishop, 
he says, is now the largest selling 


60¢ nail polish and has about 15% |sa 
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of the over-all market. 


® And so goes the success story: 
‘Sales for the first two-and-a-half 
‘months of the company’s current 
‘fiscal year, which began Nov. 1, are 


|/reported 35% ahead of last year. 


|Hazel Bishop co-sponsors the No. 
1 tv show in Puerto Rico and Cuba 
and now is planning the introduc- 
tion of its products into Mexico 
‘and Great Britain. In a few weeks 
the company will launch Hazel 
Bishop Compact Make-up (AA, 
Jan. 24). The advertising bucyget 
‘for this year is believed to be $7 - 
000,000. 

| “The people who have made Ha- 
zel Bishop were all Spector em- 
'ployes for a number of years,” 
‘said Mr. Spector. “1 don't know if 
we could have done the same if 
we had to build an organization a; 
well as a business. 

“I’m not really interested in be- 
ing the richest man in advertising, 
or in the cemetery,” Mr. Spector 
says earnestly. “If I were, I would 
have sold out to Toni. I feel that 
we've just started; I think we’re 
going to have a lot more fun. I’ve 
trained a good first and second 
team so that I don’t have to work 
so hard.” 


® Mr. Spector spent several 
months last year negotiating with 
the Toni division of Gillette Co. 
for the sale of Hazel Bishop. He 
says, “Toni offered $6,500,000 on 
numerous occasions, but I pre- 
ferred to have less money anid 
still own the company.” 

Negotiations were broken off, 
and subsequently, one week before 
Gillette introduced its competitve 
lipstick, Viv (AA, Aug. 23, ’54), 
Hazel Bishop filed a $3,000,000 
damage suit charging Gillette with 
stealing trade and other secrets. 

“I’m not litigatious,” insists the 
man who has been involved in four 
court cases in less than 12 months. 
Last year, in addition to Gillette. 
he sued Revlon and the Lander Co. 
and was a defendant in the bizarre 
minority stockholder suit of Miss 
Hazel Bishop. On previous occa- 
sions Mr. Spector also has been in- 
volved in lawsuits with Serutan 
and with Milton Biow, on the Phil- 
ip Morris account. 


# A study in contrasts, Ray Spec- 
tor will purr into the telephone, 
then abruptly switch to a curt, 
“Okay, g’bye,” slamming down the 
receiver. 

Now 48, balding but flamboyant, 
he got started in advertising when 
he opened Spector & Goldensky 
in Philadelphia, shortly after his 
practice-teaching stint. His partner 
was a college fraternity brother, 
the former advertising manager of 
a record company. 

Early in 1929, the agency merged 
with the old J. H. Cross Co., then 
one of the city’s better known 
agencies, and Mr. Spector became 
v.p. A year later he joined the 
Biow Co., and the next ten years 
were evenly divided among five 
different affiliations. He was with 
Lawrence C. Gumbinner from 1932 
to 1934; Donahue & Coe as a v.p. 
for the next two years; in his own 
business as an advertising consult- 
ant, placing his accounts through 
Franklin Bruck Advertising, be- 
tween 1936 and 1938, and president 
of the newly-organized Austin & 
Spector agency from 1938 to 1940. 


® In that year he bought out the 
two other principals, Alvin Austin 
and Emil Mogul, and the agency 
became Raymond Spector Co. With 
the exception of the years 1947-48, 
when the agency was in a state of 
eclipse, it has continued to be Ray- 
mond Spector Co. 

During the years between the 
opening of Spector & Goldensky 
and the temporary inactivation 
of Raymond Spector Co., Mr. Spec- 
tor believes he made quite a mark 
on the advertising business. 

“It’s not generally known,” he 
ys, “that I’m responsible for the 
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portable radio.” Pilot radio, he ex- 
plains, was an Austin & Spector 
account. One day Ray Spector 
spotted a stray battery set in the 
Pilot warehouse. “Oh, that. Why 
you can’t give them away,” he was 
told. “They’ve had these battery 
sets on farms for ten years or 
more.” 

He took the set back to his of- 
fice and turned it over to the re- 
search director, Horace Schwerin. 
He returned with an enthusiastic 
report, Shortly thereafter, Pilot 
went on the air to advertise a 
“miracle radio set” that did not 
have to be plugged in and could 
be carried around as the listener 
walked. 


= “There’s no question that I, and 
I solely, was responsible for that 
development,” Mr. Spector as- 
serted. 

In addition, Mr. Spector handled 
Universal Camera at a time, he 
says, when it sold more cameras 
than Eastman Kodak; he was the 
first to put Walter Winchell on a 
network show; he suggested a 15¢ 
pack of cigarets to Philip Morris at 
a time when most brands sold for 
10¢. He also admits cheerfully 
that he created “After 35” for 
Serutan, “Predictions of things to 
come” for Drew Pearson and “Hi- 
yo, Silver!” for you know who. 
(At one time, he owned one-third 
of “The Lone Ranger.”) 

His experiences with Serutan 
convinced him, he says, that he 
should stop making millionaires 
out of other people and try to make 
one out of himself. In 1945, he sud- 
denly lost the account, after nine 
years of building it. He got in- 
volved in litigation over the separ- 
ation and ended up “pretty dis- 
gusted with the agency business.” 

Looking around for a company 
he could both own and promote, 
Mr. Spector paid $125,000 for a 
denture adhesive called Staze, 
mostly for the name. 


® When he took over, Staze was 
doing a monthly business of $3,- 
C00. Seven months later it was 


rolling along at a monthly $170,000 
clip. 

In 1946, he turned down $1,500,- 
000 for Staze, but shortly there- 
after he nearly came a cropper. 
Staze got stuck with 4,000,000 
tubes of inferior quality—so poor 
that the adhesive wouldn’t come 
out, and the user’s fingers went 
through the tube when he squeezed 
it. Druggists across the country 
were laying siege, and, when 1947 
rolled around, it was apparent to 
Mr. Spector that his company, 
where he had a $310,000 property, 
or his agency had to take a rear 
seat if he was to keep afloat. The 
agency went into a period of al- 
most total inactivity while Mr. 
Spector wrestled with the problem 
of getting unstuck from Staze. 

Five months later he sold the 
remnants of the denture adhesive 
company for $300,000 and “took 
a year’s vacation.” 

“This shows one of the mistakes 
a smart advertising man can 
make,” he comments reminiscently. 


= Adman Spector is proudest of 
successes he achieved against 
warnings that he was being fool- 
ish. Similar to the story of “This 
is Your Life” vs. the fights, he 
points out, is the case of the Drew 
Pearson show, which he placed on 
the air opposite the No. 1 radio 
show, “Jack Benny.” Likewise 
against the grain was “Alexan- 
der’s Mediation Board,” opposite 
the No. 2 “Charlie McCarthy” 
show. 

“I’ve always liked to battle the 
big guys,” he says. “I’ve always 
felt they had a soft spot. All the 
way down the line, for 25 years, 
this has been the pattern. I don’t 
think it’s always been easy, but 
it’s always been fun.” 

His latest bit of “fun” is with 
National Broadcasting Co., with 
which he’s carrying on a some- 
times public (AA, Oct. 18, 54) and 
ofttimes private battle over the 
network’s color spectaculars, one 
of whose sponsors he is. Other 
than the cryptic comment: “They 
didn’t deliver what we bought, and 


Ideal for Advertising 
Agency ... Ideal for pro- 
gressive firm requiring 
the ultimate in executive 
and sales offices. 


Located near buses, 
trains and between two 
major highways. Bus stops 
at door. 


NEW OFFICE BUILDING 
FOR LEASE 


in WHITE PLAINS AREA 


Hartsdale, N.Y. 


e Air conditioned 
throughout 

@ Cut fieldstone and 
marble face block 
construction 

e@ Concrete storage vault 
and safe 

e@ Daylight on all four 
sides of building (large 
aluminum casement 
windows) 

e@ Automatic heating 

e@ Approximately 4,500 Sq. 
Ft. of blacktopped 
parking area 

e Large partitioned 


! LOCATION.95 South Central Ave. 
Hartsdale, N. Y. 

: SIZE .....40' x 60’ (Two floors) 

: RENTAL. . . Owner will give long teim 
' lease 


leecaccccesccccenncnceserseensnncccecncenenonal (in some offices ) 


Due to rapid expansion of business, 
present owner is moving to larger building 


CARVEL Stores Realty Corp. 


80 Woodworth Avenue, Yonkers, N. Y. 
YOnkers 9-7200 


reception area 

@ Fluorescent lighting 
throughout 

e New floor coverings 
in all offices 

e Attractively tiled rest 
rooms 

' e@ Wall to wall carpeting 


e Natural wood panelling 
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Hoffman 


Bishop Spector 


Mermelstein 


TRIAL SCENE—Hazel Bishop, who gave her name to the cosmetics firm 

which has been a bonanza for agency head Raymond Spector, pho- 

tographed in the course of the stockholder suit last year. Mr. Spec- 

tor is conferring with his attorney, Milton E. Mermelstein; Miss 
Bishop is talking with her accountant. 


we didn’t buy what they deliv- 
ered,” he’s keeping a tight lip at 
the moment. 

Raymond Spector Co. was re- 
activated in August, 1948; some of 
the agency’s former accounts re- 
turned, and others were added. 


® In March, 1950, he met Miss Ha- 
zel Bishop. He says he was very 
reluctant to take her account, since 
the company apparently had very 


Mr. Spector (AA, Feb. 22, 54). 
Mr. Spector maintains that this 
was a purchase price; he expresses 
dislike for the “feeling around 
town” that it was a settlement. 


® Yachtsman Spector looks upon 
his newly-acquired, as yet un- 
named vessel as “one way to get 
me to slow down.” Summers, in- 
stead of going home to his Park 


Ave. apartment—located seven 


little to spend on promotion, but | blocks uptown from his office—he 
was prevailed upon to handle it! flies to his Fire Island cottage for 


“under unusual 


stances.” 


very 


circum- weekends. 


But even while he is talking 


As Hazel Bishop’s advertising vaguely of slowing down, Raymond 
expenditures increased, so did Mr.| Spector speaks of building his cos- 
Spector’s interest in the company, | metics company. He thinks, for one 


until he ultimately obtained con-| 
trolling interest. 


| thing, that it might become a $50,- 
'000,000 business in the next two 


Miss Bishop’s minority stock-| years, compared with the $12,000,- 
holder suit ended last year with/|000 enterprise it was last year. He 
the payment to her of $310,000 by thinks color television is going to | 
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have a tremendous impact on the 
consumer, and he’s got a very ca- 
gey eye trained on the medium. 

“You’ve got to hand it to him,” 
said a top advertising executive 
of another major cosmetics compa- 
ny, with a weary shake of the 
head. “The man’s a genius.” 


Caligaris Moves to N. Y. 

Louis C. Caligaris, with the gen- 
eral advertising staff of the San 
Francisco News, a Scripps-Howard 
newspaper, will join the New 
York general advertising staff of 
the newspaper chain about 
March 1. 


Cabell’'s Promotes Mike Cone 


Mike Cone, formerly a district 
supervisor, has been named sales 
promotion manager of Cabell’s 
Inc., Dallas, succeeding James T. 
Dugger, who has been promoted to 
purchasing agent of the grocery 
chain. 


McWilliams Joins Magna 


Harry K. McWilliams, formerly 
with Air Programs and Screen 
Gems, has been named assistant 
ad, publicity and exploitation di- 
rector for Magna Theater Corp., 
New York, motion picture distrib- 
utor. 


FOR THE FINEST IN 


Photographic 


DYE TRANSFER 
COLOR PRINTS 
for REPRODUCTION 
and PRESENTATION 
Prompt Service. Write, or phone 
ANdover 3-3883 


LAKE COLOR LABORATORIES 
62 E. LAKE ST., CHICAGO 1 


~~ 


MR. BAKER— 


OF BREAD, BUNS, COOKIES AND CRACKERS— 


If you sold just one loaf of your bread per week to the homes which listen to WGN 
each month during the day—that would mean 10,618,480 loaves!* At 10¢ a loaf, that’s 


$1,061,848 in sales in one month! 


WGN reaches more homes than any other advertising medium in Chicago, and 
our Complete Market Saturation Plan has proven it can sell your products to these 


homes. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Eastern Sales Office: 220 E. 42nd Street, New York 17, 


Los Angeles—411 W. Sth Street 
Chicago—307 N. Michigan Avenue * 


*Nielsen Coverage Service 


On Your Dial 


Chicago Office: 441 N. ae Ave., Chicago 


Representatives: Geo. P. Hollingbery Co. 
New York—500 Sth Avenue ¢ 


Chicago 11 


Illinois 
50,000 Watts 


. Y. for New York a Philadelphia and Boston 


Atlanta—223 Peachtree Street 
San Francisco—625 Market Street 
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Raymond Nelson Joins TvB national spot sales for Television 

Raymond E. Nelson is suspend- Bureau of Advertising, New York. 
ing the operations of Keystone Ad- Blair-TV has signed as the first 
vertising Agency and Nelson Pro- station representative member of 
ductions to become director of | TvB. 
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ALL ABOARD = 


for the Industrial Heart — 
of America! — 
—_Vy 


... Where money is one of the most 
important products people make—and 
spend. You get there faster with this 
triple-powered combination. Express 
service to, and sure connections with, 
the most active pocketbooks in 


the Ohio River Valley! 


REPRESENTED 
NATIONALLY BY 


wow WGKV...- 


- CHARLESTON, W. VA. . 


Passing lures don’t take away our listeners. We stack 
up... for we carry the 20 top-rated programs, day 
and night. And for faithful listening, WBNS has 
lasting appeal — a greater tune-in than all other local 
stations combined! 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


CBS for CENTRAL OHIO 


(Continued from Page 1) 
“The FTC and the Justice De- 
partment will still oppose the 
enactment of our bill,” he said. “On 
Dec. 15, 1954, the Department of 
Justice instituted suit against the 
Philco Corp., alleging that Philco, 
among other practices, exercised 
unlawful control over their prod- 
ucts once they sold them. This is 
a practice which our legislation 
seeks to authorize.” 

And, he warned: “Hearings di- 
rected to determine the causes and 
cures of bootlegging may well 
bring into light many practices and 
conditions which could be most 
disturbing to the industry.” 

He said that FTC and the Jus- 
tice Department also will oppose 
legislation to grant dealers terri- 
tory security, adding, “We are 
faced with explaining to Congress 
how we reconcile these requests 
with our announced policy of sup- 
porting the free and competitive 
enterprise system.” 

Retiring NADA President 
Charles C. Freed called for an end 
of one-year franchises. 

“The one-year dealer agreement 
is the most unreasonable document 
ever presented to any business man 
..-It must, and I assure you, will 
go. It isn’t reasonable to ask some- 
one to invest an average of over 
$100,000. . .and then say, in effect, 
now you can sell our products for 
one year,” he said. 


™® Manufacturer-dealer rciations, 
“price packing,” discounting, prof- 
its and overproduction received 
considerable official and unoffi- 
cial attention during the five-day 
meet. 

Mr. Bell assailed manufacturers 
in an address in which he asserted 
that in some cases dealers have 
met “a stone wall of indifference 
and iron curtain of arrogance” in 
taking their complaints to auto 
makers. 

He warned: “So, if we seek the 
assistance of government, it is on- 
ly because every alternative has 
been denied us. It is only because 
myopic men in high places have 
adopted the thesis that size and 
supremacy are synonymous, and 
that bigness is identical with good- 
ness.” 

Although not naming Ford and 
Chevrolet, he labeled the fight for 
sales leadership as a “serio-comic 
parody of the ancient fable of the 
goose and the golden egg. It was 
a race that made me _ wonder, 
among other things, if the initials 
of our largest supplier stands for 
‘Generally Moronic,’ and I can 
think of even less flattering syn- 
onyms.” 

He also declared, “The absurd 
situation in our industry reads like 
a chapter in a modern Alice in 
Wonderland, but as an example of 
retail merchandising, it makes a 
very sorry story because in this 
Mad Hatter’s give-away party our 
suppliers drink the tea and the 
dealers look vainly for profits, as 
they seek to read the tea leaves in 
the bottom of a very empty cup.” 


a Mr. Bell’s profits picture was 
filled in by L. M. Stewart, St. Lou- 
is Chrysler-Plymouth dealer, who 
said that operating profit ratio 
dropped to 1.7% in the last nine 
months of 1954—a postwar low for 
any similar period. Average ra- 
tio of profits to sales declined 73% 
in the past five years, he said, add- 
ing, “It will only be a matter of 
a short time before profits will 
vanish completely for all of us.” 

He said, “It is agreed that during 
this year there will be a market 
for about 5,500,000 cars. ..[But] 
each manufacturer sees in his own 
crystal ball a bigger sales total for 


his own make than ever before. 


NADAMemberstoSeekU.S.Aid J 
in Solving Disputes with Auto Makers 


Advertising Age, February 7, 1955 


When you add their predictions 
for 1955 you get not 5,500,000, but 
you discover that the sales goal has 
suddenly grown to over 7,000,000 
cars.” 


® Hayse Tucker, Tuscaloosa, Ala., 
Ford dealer, in another conven- 
tion speech pointed out that 18% of | 
new 1954 cars were sold by non- | ™ — 

franchised dealers. He cited over-| witLaRD JOHANNSEN, editor of Elec- 
production, bootlegging, blitz sell-| trical Dealer, has been named pub- 


ing and unethical advertising as) jj.per of the magazine by Haywood 
contributing to the _ industry’s nvr hong Gr Mr gry cwes.ag 


troubles. ; an , , 
However, he emphasized, “It is first joined the magazine in 1937, 


our belief that the fundamentals| left it in 1940 to become managing 


editor of Implement & Tractor and 
Auto Dealers Seek 


editor of Farm-Town Hardware. 
He returned to Haywood in 1944. 

Local Ad Rates 

Frederick Bell, NADA exec. 


v.p., told newsmen that the as- 
sociation is pressing for an FTC 
ruling granting local newspaper 
ad rates to automobile dealers. 
The association contends that 
charging dealers national rates 
while other local business men 
pay a lower retail rate is unfair. 
FTC Friday confirmed that its 
staff has had informal discus- 
sions of ad problems with 
NADA, but no formal com- 
plaint has been filed. 


interpretation as to what is a “lo- 
cal situation” and that the return 
of too many cars may bring non- 
renewal of a franchise. 


"Midwest Sportsman's 
News’ Sets Plan for 


Franchise Circulation 


Cuicaco, Feb. 3—What is be- 
lieved to be the first application in 
the consumer publication field of 
the franchise circulation plan 
adopted by a number of business 
will out” and that “we predict and|publishers is the test operation 
honestly believe” the factories|just started by Midwest Sports- 
realize their responsibility to keep | man’s News. 
output within the limits of de-| This regional outdoor monthly, 
mand. He urged dealers to do their |started last October, is supple- 
parts and practice “fundamental|menting its newsstand and sub- 
selling”—doorbell ringing, dem- | scription sales program with dis- 
onstrations and emphasis on prod- tribution on a franchise basis to 
uct value rather than price. the customers of sporting goods 

A spot check of dealers to get dealers. The distribution is being 
their reaction to General Motors’ | arranged through jobbers in key 
recently announced offer to buy centers, whose products will be 
back unsold new cars indicated a|advertised on the back cover, over 
feeling that this was more a case the signature of the sponsoring re- 
of window dressing than a bootleg | tailer. 
cure. Several pointed out that GM| Jobbers involved in the test are 
President Harlow H. Curtice an- | Voedisch Bros., Chicago; E. M. 
nounced the offer as a measure to Harding Co., Minneapolis; John A. 
avoid “any excess supply of models Biewer, St. Clair, Mich.; Tracy- 
in dealers’ stock that might other- Wells, Columbus, O., and Sut- 
wise develop from a local situa-'|cliffe Co., Louisville. 
tion...” Midwest Sportsman’s News is 

Dealers are quick to point out published by Feldon Publishing 
that it is GM that will make the/Co., Chicago. 


IF YOU HAD A CHOICE 


of best or second-best 
in anything... 
which would you choose? 
Then why choose 
less than the best 
photoengravings by 


COLLINS, MILLER & HUTCHINGS, INC. 


AMERICA'S FINEST PHOTOENGRAVING PLANT 


333 WEST LAKE STREET, 
AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 
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A. E. Staley Wins 
9-Year Legal Fight 
for Staley Label 


SPRINGFIELD, ILL., Feb. 1—Staley 
Milling Co., Kansas City feed man- 
ufacturer, has been enjoined from 
using its own name as a trade- 
mark. 

The judgment, delivered in dis- 
trict court here, ended five years 
of litigation between Staley Mill- 
ing and A. E. Staley Mfg. Co., 
Decatur feed company, over the 
right to use of “Staley” as a trade- 
mark. In his ruling, Judge Charles 
G. Briggle enjoined Staley Milling 
from: 

1. Use of the names “Staley” or 
“Staley’s” or “Staley Feeds” or 
“Staley’s Feeds” as a trademark 
for human consumption or for 
livestock or poultry feeds. 

2. A “colorable imitation” of the 
trademark. 

3. Emphasizing the name “Sta- 
ley” over other words in the cor- 
porate name. 

The Kansas City company can 
still use “Staley” as part of its cor- 
porate title on feed bags and ad- 
vertising—a point which A. E. 
Staley, the plaintiff, did not dis- 
pute. 


® Prior use of the Staley trade- 
mark was the main issue in the 
case, A. E. Staley claiming that it 
had used the trademark as far 
back as 1912 and had registered 
it in 1921. Staley Milling, founded 
in 1925, claimed the trademark un- 
der a “separate field” contention 
—that it produced mixed feeds 
while the Illinois company pro- 
duced “ingredients” for mixed! 
feeds. 
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SOLID EVIDENCE—Pomona Tile Mfg. 
Co., Los Angeles, made its point 
about fashionable charcoal color in 
its product by sticking a small 
square tile onto its front-cover ad 
in Western Tile for January, add- 
ing one-third of an ounce to the 
issue’s weight. Anderson-McCon- 
nell Advertising Agency, Holly- 
wood, is handling. 


promotion, Mr. Becker said. 

In 1954 1.2 billion cases of soft 
drinks of all types were sold in the 
U. S., at a wholesale value of $1 
billion. 

A survey of the nation’s bottlers 
is now being made, Mr. Becker 
said; it probably will be available 
late in March. On the basis of the 
survey, a national steering com- 
mittee will be chosen to organize 
the proposed campaign. 


Spot TV Has Good 


Week as Sponsors 


Judge Briggle found that A. E. 
Staley had acquired a right to the. 
title whether its products were sold | 
as “straight feeds” or ‘mixed | 


feeds.” 


Plan Heavy Drives 


New York, Feb. 4—This was a 
banner week for spot television. 
Nehi Corp. signed to sponsor a 


The Staley vs. Staley case began 15-minute musical variety show in 


in 1949 when Staley Milling at- apout 


190 markets beginning 


tempted to register to do business|jarch 15. The show stars the 
in Illinois. Two years of negotia-| Ames Brothers and is set to run 
tions between the two companies 9g weeks. The program is being 
followed, and then A. E. Staley |fjjmeq in Hollywood by Revue 
brought suit in July, 1951. During productions, a subsidiary of Music 


Last Minute News Flashes 


Air Force Gets Presentations from 26 Agencies 


MITCHELL FIELD, L. I., Feb. 4—Twenty-six advertising agencies 
have submitted written presentations for the $272,500 Air Force Re- 
serve account (AA, Jan. 24) and a board of colonels at the Continental 
Air Command here began screening the bids today. The list of prospects 
will be cut to four or five, and a general officers’ board will make the 
final decision after oral presentations. 


Outdoor Advertising Inc. Reports ‘54 Sales Up 5.2% 


New York, Feb. 4—Outdoor Advertising Inc. had national sales in 
1954 of $11,518,634, up 5.2% over ’53, Kerwin H. Fulton, president, 
told OAI directors here yesterday. N. F. Lawler, v.p. and sales mana- 
ger, Foster & Kleiser Co., San Francisco, was elected to the board. 
Mr. Fulton would make no comment on progress of plans to secure 
support of members of Standard Outdoor Advertising Inc., and others, 
for OAI’s sales and promotion program, but it is understood OAI and 
some Standard members are still trying to work out an acceptable 
plan. 


Collins Takes New Post at Standard-Vacuum 


New York, Feb. 4—William H. Collins has been named advertising 
manager at the headquarters office of Standard-Vacuum Oil Co., a 
newly-created post. He will act as advertising adviser for the com- 
pany’s branches and affiliates in 50 countries and territories in the 
Eastern Hemisphere. Mr. Collins, who is former director of advertis- 
ing, Dravo Corp., Pittsburgh, has been a director of the Assn. of Na- 
tional Advertisers and of the National Industrial Advertisers Assn. 


Flaum Heads Media Studies at Research Co. 


New YorkK, Feb. 4—Saul Flaum, for the past 11 years sales mana- 
ger of International News Photos (Hearst Syndicate), has joined Re- 
search Co. of America as director of its media division. He will head 
sales development and marketing research for the company’s clients 
in the publishing and communications fields. 


Halo Offers Mink Coats in Contest; Other Late News 


e Colgate-Palmolive Co. breaks a promotion this month offering $4,000 
mink coats as grand prizes in a Halo Shampoo contest. Advertising 
will run on radio, tv and 115 publications. Bryan Houston Inc., New 
York, is the agency. 


e Nathan Cummings, board chairman, Consolidated Foods Corp., Chi- 
cago, and Arthur W. Lutz, board chairman, Smart & Final Iris Co., 
Los Angeles, today jointly announced a consolidation of finances and 
management of the two companies. The 43 year old Smart & Final Co., 
one of the nation’s largest regional food distributors, will retain its 
present officers and greatly expand operations, according to Mr. Lutz. 


e The Formula Feed division of General Mills, Minneapolis, has ap- 
pointed Klau-Van Pietersom-Dunlap, Milwaukee, as its advertising 
and merchandising counsel, effective Feb. 1. George S. Barnes, adver- 
tising manager of the division, said the agency would handle nation- 
wide promotion of Larro brand livestock and poultry feeds. The ac- 
count previously was with Zimmer, Keller & Calvert, Detroit. KVP 
handles eight other agricultural accounts. 


e Carl J. Coash, since 1953 advertising sales manager of Coal Age, 
Engineering & Mining Journal, and E&MJ Metal & Mineral Markets, 
McGraw-Hill publications, will succeed Alfred M. Staehle as publish- 


the legal dispute that followed, 
more than 300 depositions were 
taken by both sides. 


Industrywide Push 
Is Discussed by 
Soft Drink Bottlers 


‘Corp. of America. 

Nehi’s agency, Batten, Barton, 
‘Durstine & Osborn, has signed 
‘Joan Benny, daughter of Jack 
Benny, to handle the commercials 
for Royal Crown Cola. It will be 
her first major effort as a tv sales- 
woman. 

Impressed with a limited test in 
major markets, Max Factor & Co. 


New York, Feb. 3—A movement will begin a major spot announce- 


to launch a national industry ad- 


/ment campaign in 53 cities. Var- 


vertising campaign for the soft ious products will be featured in 


drink business, calling for an ex- 
penditure of $3,000,000 to $4,000,- 


this $1,500,000 drive. Doyle Dane 
Bernbach Ine. is the agency. 


000 a year, got under way here 
this week, spearheaded by promi- |= A consistently heavy spot user, | 
nent local bottlers, under the|Manischewitz Wine Co. (Emil 
sponsorship of M. J. Becker, editor Mogul Co.) is giving its new| 
of National Bottlers’ Gazette. ‘mambo jingle heavy play. Some 
The regional meeting of bottlers 230 radio and 131 tv stations are 
and franchise dealers, representing |on the schedule. The jingle will be | 
malas dopmiapem tee soipasaieding Aaa baie omer oan 
and 1, imes weekly on tv. 
advertising on a national basis in| On the network front, Jackie. 
we teygr se mand ee eee is still the sales depart- | 
groups. Simuar meetings wl € ment’s not-so-secret weapon at 
held next week in Texas and Los CBS-TV. One of the comedian’s | 
— AEE py SORE _ |present trio of > ppriag Nestle | 
. Becker to a erels Co., has contracted to present. 
a growing feeling among bottlers “Stage Show” starting next fall. | 
throughout the country that the To be produced by Jackie Gleason 
soft drink industry must under- Enterprises, the variety show will 
take cooperative advertising and /fill the first half of the Gleason 
promotion if it is to continue its Saturday night hour—8 to 9 p.m., 
anticipated growth and meet the EST. | 
competition of other beverages | 
such as beer, tea, coffee, and fruit) m= “Stage Show” will star the Dor- 
juices. sey brothers and June Taylor 
It is Pye roy pres oe 5,- | Dancers, with top guests. Jackie is | 
000 and 6, ottlers and fran- expected to make occasional ap- 
chise dealers will cooperate, either |pearances on the show. Bryan. 
in the setting up of an organization ‘Houston Inc. is the agency. 
for the purpose or in providing for; Revlon Products Corp. dropped 
an affiliate of American Bottlers| “Pantomime Quiz” on ABC-TV 
of Carbonated Beverages. | but bought 104 participations on 
The soft drink industry in 1954 “The Morning Show” on CBS-TV 
is estimated to have spent about starting Feb. 9. William H. Wein- 


$75,000,000 for advertising and|traub & Co. services this account. 


er of Factory Management & Maintenance. Mr. Coash has been with 
McGraw-Hill since 1944. Before that he was a district manager of 
Sweet’s Catalog Division, F. W. Dodge Corp. Charles Edward Walsh 
has been named promotion and research manager of Factory Manage- 
ment & Maintenance, New York, effective Feb. 14. He joins the Mc- 


Lupton Co., New York agency, where he has been v.p. and partner. 


San Francisco under Robert B. 
England and in Los Angeles under 
William D. Sloan will also work 
on the account for Durstine. 


JWT, Wine Board 
: The Wine Advisory Board 
Moves to Durstine mailed questionnaires to a wide 


SAN Francisco, Feb. 3—The range of agencies in October, and 
Wine Advisory Board has named | got around 40 replies. The mailing 
Roy S. Durstine Inc. to handle its | took place during the board’s 
advertising, which since 1938 has | $500,000 fall wine drive, featuring 
been handled by J. Walter Thomp- | National Wine Week, Oct. 9-16 
son Co. The decision was made | (AA, Aug. 16). Presentation by 
Jan. 28, after an initial field of 40 | the three finalists came Jan. 19. 
agencies had been narrowed to! The new agency goes to work at 
Durstine, Thompson and Ruthrauff|a fairly heartening time. On the 
& Ryan. basis of the first nine months’ fig- 

The board represents the state’s|ures for 1954, wine shipments 
entire wine industry, advises the| were up slightly, indicating a bet- 
state department of agriculture,|ter year than 1953’s 136,800,000 
and includes vintners, growers gallons. Table wines gained most 
and bottlers. (5.4%), due largely to the rise of 

The Wine Advisory Board’s an-| kosher wines. 
nual advertising budget runs 
slightly less than $1,000,000, ac-| Waldie & Briggs Appoints 
cording to Edmund Rossi, general Raymon Wall, Adds Account 
manager of the Wine Advisory Raymon M. Wall has joined 
Board. Waldie & Briggs, Chicago, as ac- 

In December, the Wine Advisory | count manager. Mr. Wall formerly 
Board gave J. Walter Thompson) was advertising and sales promo- 
an interim appointment to run|tion manager of Illinois Tool 
through the first half of the year,| Works, Chicago, a client of Waldie 
so that the Durstine agency—while |& Briggs. 
it is starting to work on the ac-| The agency has been appointed 
count immediately—will not ac-|to conduct a sales promotion and 
tually be billing it until July 1. (ad campaign featuring Barnes 
hydraulic structures for John S. 
# Mr. Durstine will supervise the | Barnes Corp., Rockford. The drive 
account, and Robert L. Whitehead | will include market analysis, re- 
is being transferred from the New| search and publicity in addition to 
York to the San Francisco office to| publication and direct mail adver- 
be account coordinator. Groups in | tising. 


16 Years with 


Graw-Hill publication following his resignation from John Mather 


| 
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Goals of Education 
in Advertising Lack 
Clarity, Admen Hear 


HOLLYwoop, Feb. 1—Amid cur- 
rent discussion of advertising edu- 
cation, divergent views must be 
reconciled and goals, policies and 
purposes formulated, Prof. Arthur 
Kroeger, Stanford University, told 
members of the Advertising Assn. 
of the West at its midwinter con- 
ference, which ended here yester- 
day. 

As educator-director of AAW’s 
education committee, Mr. Kroeger 
complained that too many people 
have too many ideas and that this 
hampers actual progress. Speak- 
ing for educators, he listed a num- 
ber of things which bother them. 
Leaders in advertising, he said, 
are desired as speakers before 
college classes. When they appear, 
however, they should not waste 
time extolling and defending ad- 
vertising in general, he declared, 
but should confine themselves to 
the fields of advertising in which 
they function. 

Before making general recom- 
mendations that schools provide a 
major in advertising, Mr. Kroeger 
counseled, advertising men should 
consider some of the problems 
facing schools. For one thing, he 
said, the number of students in 
colleges will increase tremendous- 
ly in the next ten years. The big 
job for. educators will be taking 
care of this influx. He predicted 
that this task will leave them little 
opportunity for adding courses. 


® Too, he pointed out, executives 
these days feel the need for men 
with broad training rather than 
specialists. Mr. Kroeger believes 
this should be as true in advertis- 
ing as in other business fields. 
Men trained to have a broad out- 
look on business can bring per- 
spective, vision and leadership to 
advertising. It should, he said, be 


no problem to train prospects pos- 
sessing these qualifications in the 
more specialized field of adver- 
tising. 

In a strongly worded resolution, 


the association endorsed the ne- 
cessity for and objectives of the 
U. S. Information Agency and 
deplored what it called the “in- 
adequacy” of funds appropriated 
for that purpose. It pledged the 
active support of the AAW and 
urged all advertising organizations 


/and personnel to lend their knowl- 


edge, counsel and skill to help sell 
America “as effectively as adver- 
tising has proved its ability to sell 
goods and services.” 

The resolution also recommend- 
ed the appointment of a commit- 


tee to establish liaison with public 
and private agencies and organiza- 
tions concerned with this problem. 
The resolution was presented by 
Robert Gros, Pacific Gas & Elec- 
tric Co., San Francisco, a past- 
president of AAW. He was named 
chairman of the committee. 


‘Wall Street Journal’ Plans 
to Print in Washington 

The Wall Street Journal plans 
to begin publishing in Washington 
this spring. It will be the fifth city 
in which the daily has a publish- 
ing plant. The others are in New 
York, Chicago, Dallas and San 
Francisco. 

The Washington plant, at 1015 
14th St., will be a branch of the 
eastern edition, and the Journal 
printed there will be identical in 
news and advertising content with 
the newspaper printed in New 
York. 


Joe Derby Joins Y&R 

Joe Derby has resigned as trade 
editor of National Broadcasting 
Co. to join the radio-tv publicity 
department of Young & Rubicam, 
New York. He will concentrate 
mainly on coverage of business 


news publications. 
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Rates: $1.25 per line, minimum charge 


THE ADVERTISING MARKET PLACE 


$5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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HELP WANTED 


HELP WANTED 


EDITOR 
Fine opportunity for feature editor on 
sound, growing ABC-ABP industrial 
magazine. Must be capable developing 
strong articles in field (with photog- 
raphy) and lay out, edit, rewrite, handle 
production of his and contributed work. 
Give age, experience, availability, ref- 
erences, etc., for early interview. 
Box 7307, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


BARNARD’S ALERT EMP. SYSTEM 


NATION WIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g Research 
WA 2-2306 202 S. State Chicago 


Rapidly rising Chicago agency has open- 
ing for woman copywriter who can write 
fresh, original copy for trade, national 
ads, sales presentations, etc. Opportunity 
for client contact as well. Our staff 
knows of this opening. Write giving full 
details. 
Box 7306, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Editorial Assistant. Leading multiple 
business paper publisher has opening in 
expanding editorial department for young 
man with writing experience. Industrial 
background helpful. You'll work in 
pleasant surroundings with highly com- 
petent people. Opportunity for growth. 
Pension, profit, insurance plans. Chicago 
area. 
Box 7304, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING AND PROMOTION 
MANAGER 

National beverage company, headquarters 

in East has unique opportunity for tal- 

ented aggressive experienced man 35 to 

45. Forward resume and salary require- 


ment. 
Box 7302, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


POSITIONS WANTED 


dl | 
ATTENTION ADVERTISING AGENCIES 
Good advertising man seeks position as 
account executive. Sixteen years direct 
customer contact on outdoor, car card, 
radio and motion picture advertising. 
Box 7282, ADVERTISING AGE 
480 Lexington Ave., New York Fe Ro 


Research Statistician single 27, 5 yrs top 
notch Economic research desires begin- 
ning position with mktg or Advertising 
research dept. Box 1099, 1474 Bway, N. Y. 


CONTACT—JR. ACCOUNT EXECUTIVE 
Client contact on management level for 
three years; sales promotion man with 
major cosmetic firm; merchandiser of 
top national food, drug and liquor brands 
with retailers; know printing—processes 
and costs: College graduate, 28 yrs. old. 
I create and $ELL workable ideas. A 
good idea for you. . .contact 
Box 7308, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


———————.. 


UNUSUALLY GOOD ARTIST to team 
with owner of small Indianapolis agency 
billing half-million. One we want is ver- 
satile; can do unique, fresh, dramatic 
modern layout and design, some finished 
to boost billings; help plan from scratch, 
eontact clients, know production, work 
hard and prosper at top in low-overhead 
shop. Salary: wide open. 
Box 7303, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Salesmen—For leading Advertising Dis- 
play Company. Young, but not too young, 
aggressive; some traveling, Art back- 
ground; Agency & Dept Store connec- 
tions. Excellent opportunity for rapid 
advancement, depending upon interest & 
enthusiasm. Box AA 384, 221 W. 41 St., 
New York, N. Y. 


ADVERTISING PLACEMENTS 
BOB CRAIG 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


ACCOUNT EXECUTIVE - Wisconsin Ad- 
vertising Agency. Heavy merchandising 
experience in cosmetic and toiletry field. 
Under 40. Salary to $15,000. 
COPYWRITERS 
Key creative man - Texas - $10,000 
Insurance and related background - 
Chicago - $8000-$12,000 
Copy group supervisor - Maryland - to 
$12,000 
Copywriter - versatile consumer goods 
- Indiana - $12,000 
NEW BUSINESS and MERCHANDISER 
for New York State Advertising Agency. 
Should have experience in appliance and 
other consumer products. $10,000 and 
bonus arrangement. 
Other types of positions available - Art 
Director, Artist, Market Research, Ad- 
vertising Manager. 
ZINSER PERSONNEL SERVICE 
79 W. Monroe St. Chicago, Ill. 
PRODUCTION—Personable single young 
lady with some production experience 
for adv. prod. semi-monthly and annual; 
must type own letters. Give age, experi- 
ence, salary expected. 
Box 7301, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ASSISTANT ADVERTISING 
PROD. MGR. WANTED 


Responsible energetic man, 28- 
35, wanted for production duties 
in well-known, medium-sized 
agency located in Chicago area. 
Should be familiar with all 
phases of graphic arts produc- 
tion. When replying, outline ex- 
perience and include photo. Sal- 
ary to start $5,000. Write Box 251, 
ADVERTISING AGE, 200 E. Illi- 
nois St., Chicago 11, Ill. 


TIRED OF THE SUBWAY? 
In the fresh air and freedom of the 
Southwest there’s a job awaiting a well- 
trained news-weekly rewrite man who’s 
tired of the smoke, slush, and rush of the 
big city. A top-quality, long-established 
publishing house wants a competent writ- 
er experienced in final rewrite work on 
a business paper with high editorial 
standards. Age not important. 
Box 7292, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


WANTED: AD MANAGER FOR 
POULTRY TRADE MAGAZINE 
Young man with agricultural background 
preferred. Poultry industry experience 
added value. Some travel required. Com- 
pany has profit sharing and pension ben- 
efits. Detail experience, age and expected 

salary in first letter. 
Box 7289, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER 


REPRESENTATIVES AVAILABLE 


EXPERIENCED SPACE SALESMAN 
Proven sales producer. Los Angeles Area. 
Box 7305, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Well established Mid-West Rep. with Chi- 
cago office needs one or two additional 
trade papers. Excellent references. 
Box 7285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


Growing trade paper requires only the 
backing and facilities of an established 
publisher to realize its outstanding poten- 
tial. Fully protected by copyright and 
documented by intensive market research. 
Serving one of the growth industries of 
the country, and ready to be built into a 
major and profitable publication. Inter- 
ested in participation arrangement or 
perhaps outright sale. To arrange for fur- 
ther discussion in confidence, write. 
Box 7309, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Buy by the ABC inch per week in 
Local news specialists like 
Sanders 3 Livingston Co. N. Y. 
Seven day week value. 


MISCELLANEOUS 


FREE-LANCER OFFERS COMPLETE 
“PACKAGED” ART SERVICE - 
CHICAGO AREA 
Layout - copy - finished art - retouching 
- illustration - production - printing. 
Will service any part or as “package’”’ 
deal. 10 years experience in direct mail, 
catalog, trade & consumer advertising. 

WHitehall 3-1665, Mr. Rich. 

YOUR PRODUCT placed on National & 

Los Angeles Giveaway shows at low cost. 

We also arrange Film Star Endorsements. 

Write - Roberts & Gail, 5880 Hollywood 

Blvd., Hollywood 28, California. 
CANADA’S BEST MAILING LIST 

250,000 live names on Elliott stencils 

Call your list broker - TO - DAY 

or Tobe’s - Niagara on the Lake, Canada 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


for magazine circulation depart t 
“U. S. News & World Report’ is looking 
for a creative young man experienced in 
mail order. Right now he may be selling 
merchandise by mail or promoting cir- 
culation for some business paper. With 
us, he will work with the key circula- 
tion people preparing letters, flyers, mail 
order and display advertising. Or he may 
share these duties with others and in 
turn help out on other parts of the circu- 
lation program. His own interests and 
abilities will determine where he finally 
fits in. Moving expenses will be paid. 
We’d appreciate application by letter 
with some samples of his past work so 
that several may review them. Write to— 
U. S. NEWS & WORLD REPORT 
Circulation Promotion Manager, 
24th & N Streets, N. W., 
Washington 7, D. C. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


write (do not phone) giving 


333 North Michigan Avenue 


WANTED: 
A Salesman for HOLIDAY Magazine 


If you’re in your mid-thirties, have a job in selling or 
advertising, but would like to find something that’s more 
creative, more significant, please read on. Right now we’re 
looking for a space salesman for the Chicago office of ) 
| Holiday Magazine, and this is the kind of man we have in 
mind. Here is a great opportunity to advance with a mag- 
azine that’s respected and growing—far and away the 
most successful new magazine of our time. It’s fun to sell ) 
| —because Holiday is a magazine about pleasure. It’s also 
a challenge. There’s an exciting selling job here, and it 
requires an exceptional man with imagination and matu- 
rity to do it. We'll make it well worth your while: salary is 
good, earning potential even better. Interested? Please 


be held in strictest confidence. Our address: 


HOLIDAY, The Curtis Publishing Company 


full details. Your reply will 


Chicago, Ill. 


WEST COAST 
PUBLISHERS’ REP. 


Active coastwide organiza- 
tion seeks 1 or 2 additional 
magazines. Owner will be in 
Chicago and New York mid 
March for interviews. 


WILLIAM A. AYRES CO. 
233 Sansome St., San Francisco 
YUkon 6-2981 


WE SPEAK YOUR LANGUAGE 


Not just another Employment Counselor, 


but a seasoned ADMAN who knows the 
profession thoroughly. Whether you are 
an empioyer neeuing a top-notch A.E. or 
a Copy Trainee or ad man want to 
move , it will pay you to learn about 
my high-level, confidential service. 
George E. Pylkas 

Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 

220 S. State, Chicago 4, WA 2-4800 


SMALL AGENCY OWNERS! 


Can you use a pinch-hitter? With 
2 agency over 12 years now 

.P. Dissatisfied because of misman- 
agement. Have more than 35 B og 
experience all phases advertising. 
Considerable own billing. 

Box 252 ADVERTISING AGE 
480 Lexington Ave. N.Y. 17, N.Y. 


“Our 44th Year” 
SALES PROM. DIRECTOR $12,000 


Age 30-40. National consumer prod- 
uct sold thru normal channels. All 
collateral copy, including sales con- 
test experience desired. 


GLADER CORPORATION 


“The Agency’s Agency”’ 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


MR. PUBLISHER 


(Business Paper) 
LOOKING FOR SALES 
MANAGEMENT? 


This man, in his early forties, has 
a unique experience and adver- 
tising sales background which 
will interest you. He can be 
reached by wiring or by writing 
to P. O. Box 463, Haverford, 
Pennsylvania, giving time and 
place that you can be reached. 
His mens employer knows of 
ad. 


UNUSUAL GROWTH 
OPPORTUNITY FOR 
CREATIVE 
LAYOUT ARTIST 


Tracy-Locke Company, Inc., 
one of largest and fastest grow- 
ing advertising agencies in the 
South has opening for creative 
layout artist. Man selected must 
be able to create quick confer- 
ence sketches and saleable semi- 
comps . .. must be a creative 
thinker and competent crafts- 
man with good technique of 
indication. A stimulating vari- 
ety of work from magazine and 
newspaper ads to posters, book- 
lets, point-of-sale and package 
design. Happy working climate 
in an informal but hard-hitting 
organization. Excellent living 
conditions. Children enjoy out- 
door play the year round. Age 
30-40 preferred. Send proofs of 
a few recent ads for which you 
made layouts, together with at 
least one original layout and let- 
ter covering experience and in- 
come requirement to Henry 
Ragsdale, Tracy-Locke Com- 
pany, Inc., 2501 Cedar Springs 
Road, Dallas, Texas. All sam- 
ples will be returned. 


A BUSINESS-GETTING 
COPYMAN 
is hunting a typewriter 


He's well known—as one of 
a writing team that helped 
build a 15-man agency into 
one of the world’s largest, in 
the surprising time of a half- 
dozen birthdays. 

He believes — that copy 
should not only sell the ad- 
vertiser’s goods, but also the 
agency's ability to do an 
outstanding job. 

Can he produce as well as 
preach? Take a peek at 
some proof. 

BOX 254 
ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


Advertising Age, February 7, 1955 


Official Films Expands 

Official Films, New York, is 
setting up three regional divisions 
to handle the sales of its tv film 
series. Herman Rush, a v.p. with 
the company, will head the West 
Coast division, with offices in Los 
Angeles. Other regional managers 
will be announced soon. 


Anderson & Cairns Adds Two 


Daniel H. Detwiler, formerly 
with Compton Advertising Inc., 
and Ernest Chambers, formerly 
with Product Services Advertis- 
ing, have joined Anderson & 
Cairns, New York, as space buyer 
and copywriter, respectively. 


WJNO.-TV to Venard, Rintoul 

Venard, Rintoul & McConnell 
has been appointed national rep- 
resentative for WJNO-TV, Palm 
Beach, Fla. Effective Feb. 1 the 
station will go into daytime pro- 
gramming beginning with “Today” 
(NBC-TV). 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

bictrsiiak allied fields. 
Piacement By appointment onty 
Counselors - een cam 1408 


| ATTENTION: MR. PUBLISHER 
SPACE SALES REPRESENTATION 
available 
New York and East Coast 


Trade or consumer magazine desired. Our 
proven, intelligently aggressive sales tech- 
niques build volume and new business. 
Box 253, Advertising Age, 480 Lexington 
Ave., N. Y. 17, N. Y. 


Wanted—for next 3 months 
—advertising representative 
to handle 100th anniversary 
edition of America’s oldest 
English-Jewish weekly. 
Published in English. 


The American Israelite, 

626 Broadway, 

Cincinnati 2, Ohio 
(Phone: CHerry 2325) 


We’re looking for 
an unhappy layout man 


Not being appreciated? Not 
making enough money? If you’ve 
got the ability and originality 
we’re looking for, you'll be hap- 
py with this graphic-minded 
agency. (In last year’s Art Di- 
rectors Club of Chicago Exhibi- 
tion, we shared the medal award 
for best national ad, placed four 
other entries.) And if you've 
really got it, with maybe three- 
four years’ layout experience, 
we'll pay you well—in money 
and appreciation. Interested? 
Call or write: Jan Tangdelius, 
Executive Vice President 


Fulton, Morrissey Co. 
612 North Michigan Avenue 
Chicago 11 * DElaware 7-6367 


fits. Excelient future for right men. 


strictest confidence. 


TOP FLIGHT INDUSTRIAL SPACE SALESMEN WANTED 


Wanted immediately for Cleveland territory two top flight salesmen— 
one for METAL WORKING publication and one for ELECTRICAL 
EQUIPMENT, CONTRACTORS’ ELECTRICAL EQUIPMENT and ELEC- 
TRONIC EQUIPMENT. Familiar with accounts and agencies desirable. 
Salary commensurate with ability and experience. Many company bene- 


Apply by letter giving complete information, including personal data, 
business experience, earning record, recent photo. Replies held in 


Reply to: R. A. Neubaver, Vice President & Sales Manager 
SUTTON PUBLISHING COMPANY 
172 South Broadway 
White Plains, New York 
Phene, White Pleins 9-8560 


CREATIVE 
COPYWRITER 
WANTED 


We're looking for a seasoned ad- 
vertising man who thinks in terms 
of ideas, not just words. 

Weare a leading Chicago agency 
with a nation-wide reputation for 
producing smart copy. Our orga- 
nization respects and appreciates 
ability. Our clients expect it. 

_ You'll have to be well-rounded 
in all media. You'll need a good 
record, but not necessarily with a 
giant Whe, 

You'll have to sell yourself in 
your first letter. Tell us what 
you've done, what you’d like to do 
and about what you’d expect in 
salary. 

This is a big job, on important 
accounts, and it’s wide open for 
the right man. There’s a good sal- 
ary and other employee benefits 
if F any convince us you’re worth it. 

x 255 AD TISING AGE 
200 E. Illinois St., Chicago, Ilinois 
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WHERE IT ALL STARTED—Hohenzollern castle near the site of the original 
Miller brewery is featured in this color spread scheduled for the 
March issue of House Beautiful. Portrait inserts show Frederic Mil- 
ler, founder of Miller Brewing Co., and the late Frederick C. Mil- 
ler, his grandson. Mathisson & Associates, Milwaukee, is the agency. 


Miller Brewing 
Launches 100th 
Sales Program 


(Continued from Page 2) 


ganization’s recent rise in the 
brewing world. Here, the last of 
the Fred Millers leaves a special 
legacy. 

A grandson of the brewery’s 
founder, he took over the company 
helm in 1946 and directed a na- 
tionwide expansion which saw 
sales increase 300% in eight years, 
while the company rose from 20th 
to fifth place among U.S. brewers. 

Mr. Miller also had a hand in 
such preparations for the centen- 
nial as a thorough redesigning of 
Miller packaging. Started a year 
ago, it is now completed, with the 
new red-and-white Miller “soft 
cross” emblem on all cartons and 
with a new white garment for the 
beer cans. 


s Future centennial p.r. attrac- 
tions include sponsorship of a 
$35,000 open golf tournament in 
Milwaukee in July; the erection of 
a replica of the original Miller 
brewery on the present plant 
grounds, and, most important, the 
color film which was premiered 
last week. 

Titled “With This Ring,” the 
47-minute film tells the story of 
the company from the time of its 
founding in Germany, where part 
of it was filmed. Started two years 
ago, it represents a reported $250,- 
000 investment. It is to be made 
available in both color and b&w 
prints for showing throughout the 
nation. 

Advertising of the rare event is 
described as the biggest in com- 
pany history. Full-color pages or 
spreads are set for a total of 33 
national consumer magazines in 
the first half of 1955 alone (in- 
cluding several insertions in the 
Japanese edition of Reader’s Di- 
gest), and there will also be color 
pages in American Weekly and 
Parade. 

Some additional newspaper ad- 
vertising is planned on a selective 
basis to augment Sunday supple- 
ment ads. The first of a series of 
centennial 24-sheet outdoor dis- 
plays broke Jan. 24. 


s Television and radio spots will 
also be used, with Miller’s new 
song-and-silhouette tv spots fea- 
tured. Three or more out of a 
library of 34 of these spots will be 
used in each of 60 markets. The 
music, by George Nelson, was also 
used in the creation of a complete 
radio spot library. 

The firm’s ad program for the 
last half of 1955—the start of a 
new fiscal year—will be set up 


later. The merchandising program 
developed has a complete setup in 
point of sale and associated items, 
including table tents, napkins, 
coasters and trays. 

Leaving nothing to chance, the 
brewery will hold 51 regional one- 
day sales meetings across the 
country this month to present the 
complex centennial story to dis- 
tributors’ employes. 

The anniversary plans commit- 
tee formed to start work on the 
creation of the celebration was 
composed of representatives of the 
firm’s sales, public relations, pro- 
duction and advertising depart- 
ments and of Mathisson & Asso- 
ciates, Miller’s agency. Vernon S. 
Mullen, advertising director, 
headed the group. 


® The committee began its work 
by getting 152 concrete projects 
outlined, then working out costs 
and cutting the proposed program 
to desired size. Later, a 100th 
anniversary committee, headed by 
E. A. Anger, manager of sales pro- 
motion and publicity, was set up 
to work out final plans. 

Miller’s three-man board of di- 
rectors kept close touch with the 
planning groups, reviewing their 
progress at several stages in the 
production. The board now con- 
sists of Mr. Klug, Mrs. Lorraine 
John Mulberger, v.p. and treasurer 
and a granddaughter of the 
founder, and Edward W. Huber, 
v.p., secretary and master brewer. 


Cowan Sues Rival, 
Alleging Improper 


Circulation Claims 


(Continued from Page 3) 


premise that advertising agency 
space buyers or advertisers who 
might have contracted schedules in 
Radio-Television Service Dealer 
may have selected Technician in- 
stead, as a result of the circula- 
tion claims being made, and the 
“sworn” circulation statement 
figures issued to Standard Rate 
& Data Service by Technician that 
it provided larger coverage in the 
radio-tv service industry than did 
Radio-Television Service Dealer.” 


® Caldwell-Clements has filed 
three counter claims. It asks $100,- 
000 damages for libel, another $10,- 
000 for false charges and another 
counterclaim for $30,000 for unfair 
competition. 

In a letter being mailed to the 
trade today, C-C claims that the 
circulation figures quoted by Cow- 
an were incomplete, inasmuch as 
they did not reflect the unproc- 
essed subscriptions on hand and 
did not give the ABC interpreta- 
tion of the difference between 
Technician’s gross paid and net 
paid, as indicated in paragraph 28 
of its ABC statement. 

Mr. Clements, president of C-C, 


in his letter, declares that, “In 35 
years of publishing, the writer has 
had no litigation with any adver- 
tiser, advertising agency, subscrib- 
er, the ABC, supplier or employe. 

“Hence, when our competitor 
‘calls his litigation ‘unusual,’ we 


‘underscore his adjective. We have | 
asked the court in which he is 
suing to determine whether the 
lawsuit is valid litigation—or is 
'just an ‘unusual sales device.’” 

' In addition to its actions in the 
state court, C-C will file two more 
suits in federal court within the 
next few days, Mr. Clements told 
AA. These will be for personal 
libel and copyright violations. The 
amount of damages to be asked has 
not been determined, Mr. Clements 
said. 


F&S&R Boosts John Tracy 


Fuller & Smith & Ross, Cleve- 
land, has appointed John V. Tracy 
new business manager, a new post. 
Mr. Tracy joined the agency in 
1949 as an account executive han- 
dling refrigerator advertising for 
Westinghouse Electric Corp. 
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Gothic Films Changes Name formerly with American Hospital 
Gothic Films, New York, has Assn., has been named v.p. and 

changed its name to Gothic Corp. | account executive in the company’s 

Coincidentally, William J. Papp, |public relations department. 
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Pr nary 


readers of DOWN BEAT | 
are an unexcelled market 
for you. They love good 
music and want the finest re- 
roduction. They rely on DOWN 
EAT’S Hi-Fi section for guidance. 


More than 50,000* buy DOWN BEAT 
More than 100,000 read DOWN BEAT 


Write today for complete market information! 


DOWN BEAT 7°! caumet Ave 


Everything in the World for the Worid of Music *ABC audit 


Down Beat—Country and Western Jamboree—Up Beat—Beverages—Radia y 
Articulos Electricos—Radio y Articulos Electricos Catalog File—Bebidas—Bebid 
Annual Directory—toa Farmacia Moderna—tLa Tienda—Elaboraciones y Envases 
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@ publications 


Is your nose too close 
to your layout pad? 
Take this tip from an 
Art Director on how 
to keep informed. 


TOM KEIL 

Art Director 

Goold and Tierney, Inc. 
New York City 


ON THE OTHER SIDE OF 
YOUR DRAWING BOARD... 


The gent in the cartoon is not Tom Keil, whose photo you 
see below. He’s merely sort of a symbol of what Mr. Keil 
calls “the average agency Art Director.” Here are his very 
words: 


“The average Art Director is a pretty busy fellow who keeps 
his nose close to his layout pad. Yet the effective perform- 
ance of his job requires that he be well-informed as to what 
goes on in the ad world outside his 6ffice door. 


“To keep abreast of happenings the other side of my draw- 
ing board, I depend on Advertising Age. Believe me, I appre- 
ciate being able to sit down each week with one magazine 
that has collected all the pertinent news items and develop- 
ments, from so diversified a business, and presents them 
in complete and quickly readable form. 


“Your special articles and authoritative feature section con- 
tain so many helpful advertising ideas, I want to comb them 
thoroughly. To best do this, I have my Ad Age home deliv- 
ered, where I can concentrate on it without interruption. 
My thanks to Ad Age for a fine job—keep it coming.” 


Why don’t you try Tom Keil’s method of keeping abreast 
of happenings? He speaks for thousands of progressive ad- 
vertising men. Mail the coupon below for a $3 personal 
subscription to AA (52 issues) to be sent to your home— 
and get F-R-E-E “These Ads I Like,” a compilation of 
advertising campaigns reviewed for Advertising Age by 
Fairfax Cone, president of Foote, Cone & Belding. 


ee ee a a ee oe, 
Advertising Age, Dept. F7, 
200 E. Illinois St., 


hicago 11, Illinois 


Please enter my 1 year subscription to Advertising Age at the regular $3 
rate and send me free a copy of “These Ads I like” 


by Fairfax Cone. 


Name 


. one seal t Address 


City Z 
0) $3 enclosed 
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C Bill me later © Bill Firm 
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How come the world’s largest volume 


of advertising is published by 


a newspaper in Milwaukee? 


TOP QUALITY MARKET 


Income per family tops all but three of the 25 | 
largest metropolitan areas, according to the 
United States census. 


BIG, CONCENTRATED MARKET 


The Milwaukee ABC Retail Zone, only 10% of 
Wisconsin’s area, does more retail business than 
any one of 20 states. In greater Milwaukee alone 
—a 12-mile radius with a million population — 
retail sales exceed those of 13 states. 


ONE-PAPER COVERAGE 


The Milwaukee Journal is read in 90% of all 
homes in the metropolitan area and in 73% in 
the ABC Retail Zone. 


LOW RATES 


Milline rates of The Journal are nearly 20% 
lower than the average for newspapers of com- 
parable size. 


LEADERS IN ADVERTISING IN THE U. S. 
TWELVE MONTHS — 1954 


As Measured by Media Records, Inc. 


TOTAL ADVERTISING 


TS eC oe ee eer 49,370,297 
Ts ate eee ends. tne te ooh ama 48 662,579 
i Re ree: ea: OE are 48,151,079 
| a ree otiht diate aide aledes . 45,020,139 
SS WT oo i ge Be ee 44,124,630 
RETAIL 
Dire SU i. ce eck c ki adeeetasdanene 28,713,489 
2. New York News (See Note)... 20.0.0... 0... ccc eee eee 27,467,032 
Pe SPE. sae scraped ban nel chin 6a ere tee 27,001,260 
8 OO On 6) Ae te Se 26,660,288 
ic EE, A Ets we eS o) foo a. +30 ak ee 25,547,498 
CLASSIFIED 
Se SD SU cn celks 20a Gheacadeeleys comets tt 14,906, 187 
BS em a 8 edn ee ae caene 13,617,460 
ie I acc, Dae ath bas 0 «bw R Eb ecaeue wd de 13,446,034 
4. Cleveland Plain Dealer............. ....... . 12,460,428 
i Ce a ap cl edad kes cocci 10,788,283 
ROP COLOR 
(Eleven Months) 
Beene Sete ns o0.2 co0e0s 008006 ccrciocniscese 1,558,679 
RN WI as hn cc chs wins hadi dynes seine cep eeees 1,169,184 
3. New Orleans Times-Picayune and States................... 1,014,006 
hl A Ee A ID PP eT ETS oS 956,450 
5. Fort Worth Star-Telegram ........... 0.0.0 eee eens bait 915,427 


Note: New York News includes 5,351,686 lines of retail split-run advertising. 


THE MILWAUKEE JOURNAL 


Newspaper Linage Leader of the United States 5 Years in a Row 
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